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Hottywoop, Nov. 29—In 1947, 
having suffered pain and dis- 
pmfort from war injuries for 
ee years, Victor Le Doux fina]- 
ty found a comfortable chair. Hav- 
ing found it, he decided to sell it. 
he result is a business which 
grossed $6,000,000 in the year 
mded Oct. 31, 1950. 

Victor Le Doux and his wife, 
arie, who head Marie Designer 
Inc., expect to triple the present 
volume during the next 12 months. 
e product is the Contour Chair- 
ounge, sold in stores in 34 cities 
an exclusive franchise basis. 
The secret of Marie Designer 
success, however, lies in a con- 
finuous, hard-hitting advertising, 
merchandising and sales plan. Last 
par, the advertising budget passed 
the $1,000,000 mark. 

The parent company, Marie De- 
igner, spends a specific percent- 
age of the gross on national ad- 
yertising. And it requires all fran- 
thise stores to spend a fixed per- 
centage of chair sales income on 
advertising. The chairs retail for 
$215 and up, depending on the 
fabric selected. 


8 The story of Marie Designer be- 
gan in 1944, when Le Doux was the 
only survivor of the crew of a 
tank hit by a Jap shell. He had a 
broken neck, two broken legs, a 


Comfortable Chair, 
Program Build $6,000,000 Business 


Unusual Sales 


NOW, YOU CAN HELP YOUR HEART 
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COMPLETE RELAXATION—Typical of the 
national advertising copy used to build 
a $6,000,000 annual volume for Marie 
Designer Inc., Hollywood, is this recent 
ad in Life. Dealer ads closely resemble 
magazine insertions. 


fractured skull, and too many shell 
fragment wounds to count. Mira- 
cles of surgery, and a long con- 
valescence, finally got him on his 
feet, although he was subject to 
terrifying headaches, back aches 
and other assorted aches and 
pains. 

He found it impossible to sit in 

(Continued on Page 60) 


TORONTO, Nov. 28—Meeting for 
the first time in Canada, the 
board of directors of National Sales 
Executives brought some 200 rep- 
resentatives of business from 
Mexico and the U. S. here yester- 
day and today, setting a precedent 
in Canadian-American business 
ations. 

Arthur A. Hood, chairman of 
NSE’s board, and vice-president 
af Vance Publishing Co., Chicago, 
presided at various meetings. The 
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Sales Zoom: Globe Bottling 
Gives Much Credit to TV 
‘Buy-Lines,’ Nearly a Decade Old, Now Ap- 
Dears in Variety of Formats 
Darus Brothers, Hal and Bill, Tell How They 
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Commissioner Hennock Thinks FCC Too Con- 
cerned about Commercial TV 
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100 U. S., Mexican Business Leaders 
jAttend Sales Conference in Canada 


Sales and Advertising Club of To- 
ronto and Sales Research Club of 
Toronto acted as hosts. 

Rhys M. Sale, president of Ford 
Motor Co. of Canada Ltd., said at 
a Monday luncheon that there 
exists a great challenge to busi- 
ness leaders to place national in- 
terest ahead of private interest in 
“a preparedness economy.” The 
latter, he believes, means a level- 
ing off in the standard of living 
for Canadians. 


a Some orders for war materials 
have now been placed in Canada, 
Mr. Sale said. Most of these have 
gone largely to government-owned 
plants; relatively few orders for 
military vehicles have been placed 
to date with Canadian automotive 
companies. 

It is the duty of business men, 
he declared, to do everything pos- 
sible to cushion the transition from 
a peacetime to a preparedness 
economy, to squeeze the last ounce 
of production out of existing 
facilities and to expand these 
facilities to the utmost. In the 
fight against inflation, he said, 
products must be distributed even- 
ly, costs and prices held down, and 
retail outlets be “policed” in every 
way to prevent exploitation of 
consumers. 


ws On Monday afternoon, Paul Sea- 
man, vice-president, Encyclopae- 
dia Britannica Inc., explained the 
(Continued on Page 56) 


Ellington's Van 
Davis Pulls in 
Ayer Account 


Her Group Credited 
for Developing Much 
Business in 5 Years 


By JAMES V. O’GARA 

New York, Dec. 1—Harriet Hub- 
bard Ayer—an account for which 
eight or nine agencies have been 
pitching since Federal Advertising 
resigned it recently—this week 
went to Ellington & Co. The ap- 
pointment is effective Jan. 1. 

When announcing a new ac- 
count, Ellington customarily makes 
no mention of the account execu- 
tive who will handle the business, 
an acknowledgment that new busi- 
ness comes into the shop as a re- 
sult of teamwork and not because 
of the efforts of any one indivi- 
dual. 

But in the Harriet Hubbard Ayer 
case, Ellington named as the ac- 
count executive Van Davis, vice- 
president and head of the agency 
group which handles style prod- 
ucts distributed through depart- 
ment and drug stores and specialty 
shops. 


s This was more than an off- 
hand gesture to Miss Davis, one 
of a handful of women in the U.S. 
who hold down top agency jobs. 
It was a hats-off tribute recog- 
nizing the ability both of Miss 
Davis and the entire style products 
group, which now numbers 25 peo- 
ple. The group, started by Miss 
Davis shortly after she joined the 
agency about five years ago, to- 
day services eight top-drawer ac- 
counts bringing in more than $5,- 
000,000 annually in billings. 

The eight accounts, seven of 
which Miss Davis helped bring to 
Ellington, are Celanese Corp. of 

(Continued on Page 58) 


TV Dealers Say Set 
Sales Are ‘Way Off 


NEW GAS DRIVE—One of 11 newspa- 

per ads Standard Oil Co. (Ind.) is using 

in a campaign for its 1951 Red Crown 
gasoline. (Story on Page 43.) 


Cuts in Consumer 
Goods Production 
to Be Stepped Up 


WASHINGTON, Dec. 1—The dan- 
gerous turn of events in the Far 
East has eliminated any possibility 
that cutbacks in consumer goods 
production will remain at moder- 
ate levels well into 1951. 

All consumer goods industries 
will begin slowing up on Jan. 1, 
and by midyear, cutbacks in many 
lines will be so severe that many 
companies will find themselves be- 
low the break-even point. 

Industry itself is already recog- 
nizing this, and individual firms 
are approaching the government 
for military contracts which will 
help keep their organizations in- 
tact. 


a The most immediate effect of 
the Far Eastern crisis is renewed 
(Continued on Page 4) 


Last Minute News Flashes 


Hazel Bishop Lipstick Budget Is $1,500,000 


New York, Dec. 1—Hazel Bishop Inc. will invest $1,500,000 next year 
for advertising its lipsticks via three television shows, radio spots 
and one-third b&w pages in at least 11 magazines. Effective Jan. 5, 
the company will sponsor the Kate Smith TV show on Fridays, 
4:30-4:45 p.m., EST, over the full NBC network. On Jan. 2 the com- 
pany will assume participation sponsorships for “Cavalcade of Bands” 
and “Cavalcade of Stars” on the DuMont network. The network TV 
budget is $750,000. Today, Murray Spitzer, for the past three years 
advertising director of Revlon Products, joins Bishop’s agency, Ray- 
mond Spector Advertising, as account executive for the lipstick 


product. 


Free & Peters Appoints I. E.Showerman TV Head 


Cuicaco, Dec. 


1—I. E. “Chick” Showerman, with National Broad- 


casting Co. for 22 years and vice-president in charge of the central 


division for the past five years, 


has been named television sales 


manager for Free & Peters Inc., radio and TV station representative, 
effective Dec. 11. Mr. Showerman, who recently resigned his NBC post, 
will make his headquarters in New York. 


Chase & Sanborn Calls Hiatus on New Coffee Ads 


New York, Dec. 1—Chase & Sanborn (Standard Brands), now intro- 
ducing its new pressure packed coffee via newspapers and radio 
spots on an area-by-area basis, will call a halt Dec. 15 and resume 
after the holidays. The company is currently using 1,600-line ads in 67 
newspapers and 15 weekly spots on stations in 20 cities in New England, 
Ohio, Michigan and New York state. Compton Advertising is handling 


the account. 


(Additional News Flashes on Page 59) 


New York, Dec. 1—The televi- 
sion set manufacturing industry 
this week was like a man who ex- 
pects to be hungry in a short time 
but has more than he can eat now. 

This situation arose as manu- 
facturers girded themselves for 
expected production cutbacks as 
the national emergency worsened. 
While set makers talked of short- 
ages and resultant price increases, 
many retailers, concerned over 
their stocks, were advertising TV 
sales. 

In full-page newspaper ads, 
Dynamic Stores, one of New York’s 
largest appliance chains, itemized 
price cuts for an “end of the 
month” sale, including “national- 
ly famous, top brand television 
sets.” 

The advertised figures for TV 
receivers tell the story. For ex- 
ample: 


Was Now 
10” AC-DC table model $269.95 99.95 
16” radio-TV-phono combination = 2 459.95 
10” consolette 79.95 
12/2” radio-TV-phono combination 4 00 249. 4 
16” console 395.00 169. 
19” comels 599.95 299. r+ 


s More than 100 such video bar- 
gains were offered. They were 
described as “floor samples, win- 
dow samples and demonstrator 
models in perfect mechanical con- 
dition but, in some cases, marked 
or scuffed by normal handling.” 

Macy’s here took a spread to 
headline “$1,000,000 TV sale, 19”, 
17”, 16”, 14” sets. $80 to $226 less 
than famous sets of comparable 
quality at Macy’s....Macy’s big- 
gest TV sale ever.” Featured were 
Macy’s brands. 

Practically all dealers checked 
here and in Chicago reported sales 
*’way down from the fast pace set 
in October when people were buy- 
ing to beat the 10% tax deadline. 
(NBC’s data chart for estimated 
TV set ownership jumped from 
8,269,400 on Oct. 1 to 9,169,300 on 
Nov. 1.) 


mw One leading department store 
told AA: 

“Our sales are low. Christmas 
business may pick up shortly, but 
it is not going as well as we had 
expected. The decline is due to a 
three-headed monster: excise tax, 
Regulation W and color.” 

This buyer said the TV sales 
slump in department stores is 
pretty general. He predicted an 
upswing of business by early next 
year when “shortages will have 
gotten lots of publicity and the 
color situation probably will be 
clarified.” 

One appliance chain reported 
poor business in the television re- 
ceiver department partly because 
of the storm, though many models, 
such as table sets and Radio Corp. 
of America receivers, are in short 
supply. This retailer expects TV 
merchandise to start moving better 
before Christmas. 


a Another department store de- 
scribed its sales as “satisfactory,” 
though they are about half as good 
as October. This buyer predicted a 
rise in prices because of short- 
(Continued on Page 55) 
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Intrepid Reporter Gets Low-Down 
on Nobody But Gimbel’s Manure 


New York, Nov. 28—How would 
you like some nice fresh manure 
for Christmas? 

Gimbel’s, earthy old Gimbel’s, 
certain that humus-hungry New 
Yorkers were cowed by fertilizer 
problems, last week offered—in 
a Herald Tribune 1,700-line ad— 
a ton of “Daisy’s finest” at their 
doors for $19. Makes a nice Yule- 
tide gift, the store said. 

“No bossy but no bossy has finer 
manure than Gimbels,” promised 
the store, adding that prompt 
ordering would avoid “a rush on 
our productive friends in the 
country.” 


a An AA reporter, selected be- 
cause his horticultural skill is evi- 
dent in his stunted shrubs and 
withered wisteria, picked his bu- 
colic way to Gimbel’s, and located 


the manure department, situated 
on the street floor next to Epicure, 
underneath Prescription, and 
southwesterly of the new Soda 
Fountain. 

(Ed. Note: Our man, whose ac- 
quaintance with fertilizer is un- 
disputed, doesn’t say that manure 
is sold only by mail order. He 
should. Right here.) 

The Flower Shop, as Manure 
Manor is properly called, was in 
disarray. Two men were trying to 
erect a Dali-esque tree on a stand 
shaped like a pregnant pallette. 
Two more were jockeying flowers 
into a refrigerated case. 


ws One finished dusting off some 
Ming trees, and approached our 
reporter, asking if he could help. 

“Yep,” said our reporter. “Is 
this where you sell the manure?” 


“It is,’ said thé young man, 
limply. “Not really, of course. You 
order it here.” 

“Any samples?,” said our man, 
who is a cut-up. 

“No samples,” the clerk said, 
wearily. 

“I saw the ad.” 

“Some ad,” the clerk said with 
a wan smile, “You like to buy 
some?” ; 

“How much would I need for a 
100x100’ plot—and is it any good?” 

“Oh, sure,” the young man re- 
plied, “it’s supposed to be very 
good. From good stables—or barns, 
rather...It’s hard to buy that— 
uh, end-product—in ton lots, you 
know,” he went on with some ani- 
mation. “Most stores—er, out in the 
country—sell it only in several ton 
lots.” 


ws He said he’d have to ask the 
manager about how much manure 
would be needed, and the manure 
manager turned out to be the 
stocky, grizzled man who was tug- 
ging at the Dali tree. He hauled 
the clerk back into an alcove, and 


“John says business is great since reaching a state-wide 
market of 2'4 million people in the Des Moines Sunday Register” 


As a market, Iowa is a dazzler. And you can ring it all 
with the Des Moines Sunday Register. 

Listen to this: the whole 5 billion per year market, both 
urban and farm, is so thoroughly dominated by this one 
newspaper that you reach 75% of a// its buying families. 
Coverage in 86 of the 99 counties is from 50% to 100% 
—and not less than 25% in any county. 

With a gem like this so easily to be had, it’s no wonder 
smart advertisers have upped the Des Moines Sunday 
Register to 7th among a// Sunday newspapers in general 


advertising linage. 


Another surprise! Milline rate is only $1.57! 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 


Represented by: 
Osborn, Scolaro, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 

AMERICA’S TOP 20 CITIES 

ABC CIRCULATION March 31, 1950 


Daily, 372,051—Sunday, 540,192 


2poppepe 
iti? 
ifs 

ii 

if 

if 


‘A oo eames ame 
ee ee 


To meres mat men peer Oma 
atscemenmsoa 


BUT NO SAMPLES—Gimbel’s ran this 7- 

column ad in the Herald Tribune last 

week and claims results were exception- 
ally good. 


pointed to some figures on a sheet,. 


and came back alone. 

“You'll need about a ton for 
2,500 square feet,” he said. “That’s 
about the same as two bags of the 
chemical stuff.” 

“You take my advice,” he 
growled, staring at the Dali tree, 
which was listing toward Epicure. 
“You'll take that chemical stuff. 
Hell of a lot easier to handle. This 
—stuff—is fresh from the cows, 
you know. Messy. Chemical stuff’s 
awreddy.” 

Our man didn’t discover if the 
product came from happy Hol- 
steins or gruntled Guernseys. The 
Dali tree started to slip, and—since 
the wan youth was now engaged 
in arranging ceramic tiles—he 
went out on sloppy 32nd St. and 
back to the office by subway. 


@ Back in the office, he called 
Gimbel’s ad department, which 
produced the following informa- 
tion: 


The ad ran only in the Herald, 


Advertising Age, December 4, 19 


Tribune. It won’t run anywhe 
else. Gimbel’s primary produce 
“in Westchester, Long Island a 
New Jersey” will be busy bovip 
indeed. 

“How many tons have yo 
sold?,” AA wanted to know, 

“Oh, simply tons,” trilleg 
young lady. “Joe,” she called 
some manure expert in the depg 
ment, “how many tons have 
sold?” “Tons of the stuff,” saiq 
deeper voice in the distano 
“Tons,” said the young lady. “Ve 
successful ad. Lots and lots , 
orders.” 

(Ed. Note: Our man was stirre 
by this Triumph of Advertising 
and feels it is a graphic demop 


stration that ads move manure 

mankind and vice versa.) 1 
James Gillam Joins Jenkins 

_James K. Gillam, formerly 4s. 
sistant publisher of the Tool 4 
Die Journal, has joined Jenkins 
Publications Inc., Los Angeles, as 
manager of the Cleveland office 
He will be in charge of advertisi 

sales for Gas, Butane-Propany 


News, Western Metals and Butane. 
Propane Catalog. 


Appoints Mullen-Nicolin 


Mullen-Nicolin Advertising, 
Minneapolis, has been named by 
Brite-Ize Co., St. Paul, manu. 
facturer of Brite-Ize cleanser, to 
direct its consumer and trade ad- 
vertising. Newspaper and radio 
will be used in Minnesota, North 
-— South Dakota, Wisconsin and 
owa. 


McCreery Appoints Tuchman 


Ralph G. Tuchman has been 
named radio and television direc- 
tor of Walter McCreery Inc., Bey- 
erly Hills, Cal., succeeding Ken 
Barton, who has resigned to 
free lance production and an- 
nouncing. Mr. Tuchman was for- 
merly assistant to the general 
manager of KTTV, Los Angeles. 


Holden Joins Searcy Agency 
Jack Holden, formerly advertis- 
ing director of Jennings Furniture 
‘Co., Portland, Ore., has joined 
Searcy Advertising Agency, Port- 
land, as account executive. 
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The Rehiah : 
News and Observer | 
MORNING & SUNDAY | 

Raleigh, North Carolina ~ 
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New, High Coverage 
of this 


OUTSTANDING MARKET 


* 
Raleigh, N. C. 


Fast-growing, metropolitan city, Ist in N.C. 
in PER FAMILY INCOME, $6464,* thirteenth 
in the Nation. Raleigh News and Observer 
reaches 100% and 79% of Raleigh's and Wake 
County's families respectively. Raleigh is one 
of 14 cities in 11 Southern states with a news- 
paper over 100,000 circulation. 


* 
Golden Belt of the South 


Rich, 33 county agricultural Eastern North 
Carolina section dotted with prosperous 
cities of 5,000 to 55,000 population (ex. 
Raleigh). Grows and markets 70% of state's 
tobacco crop. 1949 Farm Dollar Income, 
$468 Million,* 58.9% of state total. News and 
Observer has more circulation in the Golden 
Belt than the combined total of the 13 other 
daily newspapers. 
*(SM Survey, 5/10/50) 


ONE NEWSPAPER COVERAGE OF THIS 
IMPORTANT URBAN-RURAL MARKET 


113,277 Morning 
116,910 Sunday 


(Publisher's Statement to ABC, 9/30/50) 


The ONLY Morning-and-Sunday Newspaper 
published in the 33 County Golden 
Belt of the South. 
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A big manufacturer recently found his 
sales slipping in important markets. The 
demand that wins loyalty had been lost by 
“thin-spread’”’ advertising. He was not 
aware that today’s trend is to simpler in- 
ventories, with fast-moving leaders getting 
first call on shelf space. 


In the Markets of Decision—the 75 areas of more 
than a quarter-million people—this is especially true. 
You’re ‘‘in business’”” when your product has strong 
acceptance here. 


Although no magazine dominates all of the 
“Markets of Decision,” one national magazine—The 
American Weekly—does dominate 43! 84% of all 
retail business in the 75 Markets of Decision is done 
in the 43 markets listed on this page. 


Can your product use this buying power? 
In these 43 markets live 38% of America’s families— 


with over half of the nation’s taxable payrolls. They 
buy: 52% of the country’s apparel . . . 44% of the 


THE MARKETS OF DECISION! 
In these 43 of the 75 markets of decision, the total 
number of families reached by The American 
Weekly is greater than Life, Saturday Evening 
Post, Collier’s and Look combined. 
New York Portland, Ore. Miami 
Chicago Seattle Fall River- 
Los Angeles Providence New Bedford 
Philadelphia New Orleans Wheeling 
Detroit Atlanta Johnstown 
Boston Worcester Syracuse 
San Francisco- San Diego Harrisburg 
Oakland Youngstown Utica-Rome 
Pittsburgh Albany- Canton 
Cleveland Schenectady-Troy San Bernardino 
Washington, D. C. Bridgeport San Jose 
Baltimore Springfield-Holyoke Scranton 
Buffalo- Allentown-Easton- Wilmington 
Niagara Falls Bethlehem Sacramento 
Milwaukee Wilkes-Barre Reading 
Cincinnati San Antonio Flint 


household products. . . 43% of the drugstore products 
...44% of the food products. 


Merchants here do nearly half the total business 
in the U. S.—to the tune of 54 billion dollars yearly. 


Now see The American Weekly at work: Not only 


does The American Weekly deliver an advertising mes- 
sage to more families—all over the country —than any 
other national magazine, but it dominates the 43 
listed Markets of Decision . . . a basic core for any 
deep-rooted national advertising program. It would 
like to boast of saturation in all 75 of the markets, 
but even The American Weekly is not that good. 


In this one segment of its delivery, The American 
Weekly enters 41% of all homes—4 families out of 
10. Compare this with the other 4 leading national 
magazines. 


THE AMERICAN WEEKLY .. . 41.3% 
De. -«. * seradweeeceia« .o « See 
Saturday Evening Post . . . . 10.5% 
Gs ei Sel ore bt eer CS 
Pa ae ae ee 


To approach such domination of the 43 listed markets 
takes Life, Saturday Evening Post, Look and Col- 
lier’s combined, at a color page cost of about $61,000. 
The American Weekly? $23,000. 


Editorial material that fascinates millions: To under- 
stand The American Weekly’s editorial influence, 


THE 


Greatest 
Circulation 
in the World 


_ Are they shoving you off the shelves 


in the MARKETS OF DECISION ? 


= Almost half of America’s retail 
business is done in just 43 of 
its 75 ‘““Markets of Decision.” 


note how it handles the basic human interests through 
stories about real people. History is seen through the 
eyes of those who made it. Great loves, romances, 
tragedies, come alive on these pages. It is a magazine 
of realities, presenting the truths of science, religion, 
education, and medicine in the words of the authori- 
ties themselves. 

By this universal appeal, The American Weekly is 

carried into homes hundreds of miles away from the 
locations of the 22 Sunday newspapers which deliver 
this great national magazine. 
Coast-to-coast circulation at the lowest cost: The 
American Weekly delivers an advertising message 
nationwide—and in full color—to 9,991,220* A.B.C. 
homes, more than are reached by any other national 
magazine. This is at the lowest cost per thousand 
families. Here are direct comparisons: 


*Latest Cost per color 


net paid page per thou- 
circulations sand circulation 
The American Weekly 9,991,220* $2.30 
i ae 4.43 
Saturday Evening Post 4,069,220 3.93 
" areas CU 3.95 
Callers <:. s ¢ « Oe 3.84 


* This figure is compiled from Publishers’ Statements to the A.B.C. for 
20 of the 22 Sunday newspapers which distribute The American Weekly. 
The Publishers’ Estimate (111,000) for the New Orleans Item which 
became a distributing unit March 5, 1950 and the Publishers’ Estimate 
(450,000) for the Atlanta Journal and Constitution which consolidated 
June 4, 1950, are included in these figures. 


MERICAN 


“‘The Nation’s Reading Habit’’ 
MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N. Y. 


\\/EEKLY 


A Hearst Publication 
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Makes Parisian Tie-in 

R. T. O’Connell Co., New York, 
has made a reciprocal arrangement 
with Volt-Publicite, Paris adver- 
tising agency, on their U.S. and 
European accounts. 


Jacobson Has New Address 

Edward Gustave Jacobson & As- 
sociates, merchandising and pack- 
aging consultant, has moved to 
larger quarters at 147 E. 50th St., 
New York. 


Cuts in Consumer 
Goods Production 
to Be Stepped Up 


(Continued from Page 1) 
demand for general wage and 
price controls. 

With the cost of living index at 
an all-time peak, and heading up- 
ward as a result of the steel 


MELVIN, 
NEWELL 


RECTOR, inc 


creators of 
properly planned 
publicity 


tidblec Kelalei 


HOLLYWOOB PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 
Gladstone 1131 Teletype L.A. 710 


agreement, the administration was 
reviewing its .wage-price policy 
this week. Most observers believe 
that the freeze will not be long in 
coming. 

National Production Authority 
officials say the darkened interna- 
tional picture does not change 
their immediate plans because the 
curtailment of non-defense output 
is proceeding as far as material 
and plant capacity can be diverted 
to military work. 


ws Under NPA programs already 
issued, aluminum for non-defense 
purposes is reduced 35%; copper is 
reduced 15% during January and 
February and 20% during March, 
1951. Additional curtailments are 
promised, and industry has been 
warned to find substitutes for these 
metals. 

With procurements for non-de- 
fense purposes becoming more dif- 
ficult, output of passenger cars is 


expected to drop 30%. Radio, TV 
and other appliances will fall as 
much as 50%. 

Cobalt, a big bottleneck item 
for TV and appliances, is fixed at 
50% for December. The outlook 
beyond that date is not promising. 

The changed international situ- 
ation has quieted grumbling which 
was appearing against NPA cut- 
backs and particularly against 
stockpiling policies which forced 
shutdowns in non-defense plants. 


Cochrane Promotes Bookout 
Ervin J. Bookout, eastern sales 
manager of Cochrane Corp., Phila- 
delphia, manufacturer of water 
conditioning apparatus and steam 
power plant specialties, has been 
appointed general sales manager. 


Warren Elected President 

Faithe Warren has been elected 
president of Chain Advertising 
Inc., New York. She also will con- 
tinue as account executive. 


oak | 
Paint your own picture of the 


IDEAL Sunday Supplement 


Then compare 


: jh Pere 
it to these specifications 


of The Denver Post’s EMPIRE MAGAZINE 


SPECIFICATION 


s 
i) 


COMMENT 


Edited Locally 


“Best Seller” Impact 


qa < << «<4 << 


Written to and for Rocky Mountain Empire readers by an 


experienced, full-time magazine staff. 


Its stories “made” Reader's Digest in 6 out of 11 past months. 


A record for Sunday supplements. 


Page size is 5 columns by 200 lines. Column width is 2 inches. 


Printed in The Denver Post's own plant to give advertisers 
advantages of completely integrated service. 


Color available for ads of 400, 500, and 600-line size as well 


as for full-page, 1000-line ads. 


2,261,000 population and $2.4 billion retail sales in effective 


coverage area. 


395,087—Publisher’s Statement, September 30, 1950. The only 


supplement, group or local, providing adequate circulation 


in this region. 


93°/, coverage of Denver; 86°/, of trading zone; 68°/, of entire 


State of Colorado; 41°/, of Wyoming. 


National advertiser writes: “Outpulled any paper on our list.” 
Documented results of other advertisers available on request. 


THE DENVER POST 


The Veice of the Rocky Mountain Empire 


PALMER MOYT. EDITOR AND PUBLISHER — 


ee a ek Lee 


Advertising Age, December ry I 


Newspaper Ads 
Report, Advise 
in N. Y. Storm 


NEw York, Dec. 1—Public uti 
and other advertisers in this 
weren’t caught napping this w 
as New Yorkers had their trouh 
with lights, phones and cars 
to the storm disruption. 

Consolidated Edison, which 
vides the major share of ele, 
tricity in this area, switched ; 
Monday television commercials 
inform electricity users of com 
pany efforts in their behalf. 
day, all city dailies carried 1, 
line ads placed by Con Edison’ 
agency, Batten, Barton, Durstj 
& Osborn, under the head, ‘ 
Edison People Work Round th 
Clock to Repair ‘Big Blow’ Dam. 
age.” 

The New York Telephone (Co 
today placed 1,000-line ads, als 
through BBDO, in all metropolitay 
dailies as well as some 50 other 
papers in Staten Island, Long Is. 
land, Westchester and _ upstate 
Copy discusses “How Telephone 
Forces Met the Storm.” The phone 
company has been on the air ali 
week, via some 70 stations 
throughout the state, with spo 
announcements on the progress of 
repair crews. 


ws American Telephone & Tele. 
graph, incidentally, displayed somé 
remarkable clairvoyance in con- 
nection with the weather. Coun, 
try Gentleman, out Wednesday 
and other farm magazines pub- 
lished this week, carried ads— 
placed about a month ago—head- 
lined, “The Blizzard’s Over ani 
They’re Already Working on 0 
Line.” Copy made reference 
“smashing winds, floods with land 
and buildings under water’—ex 
actly what happened over 
weekend. 

Some casualty companies ani 
retailers were on the ball, too 
Certain companies told the publi 
that additional adjusters wer 
coming into this area and would 
verify claims as soon as possible} 
Others instructed their clients no 
to wait for an adjuster, but to 
make repairs and forward th 
bills. 


in easing the worries of distraught 
car owners. Its agency, Campbell- 
Ewald, placed 560-line ads in full- 
size papers and 420 lines in tab 
loids, including 11 papers in the 
greater New York area, for tw 
successive days. 

Under the head, “Car Damage 
in Storm?,” it advised all GMAG 
insurance holders to contact thé 
company or their car dealers fo 


line warned all motorists, ‘ 
tion: Do not attempt to drive yo 
car or even start the motor if you 
car was damaged by flood.” 
Numerous appliance dealers g0 
on the band wagon as they 100 
full pages to announce “hurrican 
sales, “flood” sales and “‘smashe 
window” sales. 


DuMont Appoints Lyman 


Fred A. Lyman, assistant 1 
tional sales manager of Allen 4 
DuMont Laboratories Inc. siné 
September, 1949, has been appolll 
ed director of sales ee for th 
company’s receiver sales divisié 

pany 


Sick of Bum Art, high prices 


Spread 4000 new, top-quality sporg 
Z covering every need, before youl 


< pay only $1.00 for those you 

é sh Easy to use; limited ro rec 
agencies, editors & Ad Mg 

Write today for free brochutt. 


STIVERS STUDI 


P. O. Box 3684 * San Francisco 19, 
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For Chicago Anglers, 
new figures with a hook in them 


If you’re angling for better results from your advertising in 
Chicago here are some barbed figures you can’t ignore: in the 
last ten years 272,000 new family dwelling units have been 
established in the Chicago metropolitan area. Since 1940 
The Sun-Times has gained 193,000 metropolitan area circula- 
tion. Meanwhile, the Herald-American had a lesser gain of 
88,000, the Chicago Daily News a gain of only 46,000, while 
the Chicago Tribune had a loss of 113,000 metropolitan 
area circulation. : 


To get the added sales you should expect in Chicago, put 
your advertising in the one and only paper that’s growing 
in direct proportion with the big rich Chicago market . . . 
The Chicago Sun-Times. Average net paid daily circulation 
in excess of 600,000. 


Cc H a CO 


SUN ® TIMES 


PICTURE NEWSPAPER 


211 W. Wacker Drive 250 Park Avenue 
Chicago 6 » ANdover 3-4800 New York 17 « Plaza 3-1103 
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8,500 Working in TV Stations, NAB Reports 


WASHINGTON, Nov. 28—Video 
stations and networks now on the 
air employ approximately 8,500 
persons, according to the third an- 
nual TV employment survey made 
by the National Assn. of Broad- 
casters. 

The estimate of 8,500 persons 
was made by Richard P. Doherty, 
head of the NAB’s employer-em- 
ploye relations department, on the 
basis of information supplied by 
56 stations (exclusive of networks) 
for a typical operating week dur- 
ing late spring this year. 

“Per station” employment has) 
declined from an average of 66 
persons last year to 57 employes | 


|this year. The decline, however, 
‘can be attributed almost entirely 
to the fact that most stations be- 
| ginning operations during the past 
| year are in smaller towns and are 
on the air fewer hours than other 
stations. 

Stations submitting reports for 
both years actually have increased 
| their average number of employes 
| from 54 to 68 (not including artists 
|employed on a one-time basis or 
|regular performers appearing on 
shows produced by agencies). 


|g This increase in the number of 
employes of stations which report- 
ed both in 1949 and in 1950 is a 


it PAYS T0 USE Photo Gelatin PRINTING 
MORE VALUE, MORE BEAUTY-FOR YOUR MONEY 


IRVING WOOLF & CO. 


CHICAGO 5 S. DEARBORN ST 
LOS ANGELES: 6769 LEXINGTON AVE 


hours of telecasting. For example, 
the average weekly operational 
time in 1949 was 33 hours and 55 
minutes. This spring, the average 
weekly time on the air was 55 
hours and 52 minutes. 
Apparently there is no uniformi- 
ty in employment patterns among 
the stations. The number of: em- 
ployes ranges from 14 to 170 per 
station, depending on the hours of 
telecasting and the station’s posi- 
tion in the network picture. 
Using the average figure of 57 
persons, however, the report shows 
that 39 were fulltime and 18 part- 
time workers. The numbers as- 
signed to various duties were as 
follows: 
Fulltime Parttime 
18 
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Plans Motel Publication 
Motel Publishing Corp., 247 


Washington, Blvd., Oak Park, IIL, 
has been formed to publish Motel— 


|its first appearance May, 


direct result of the increase in The Magazine for the Highway! 


Host. The new monthly publica- | 
tion, which is scheduled to make | 
1951, | 
will be directed to both the motel 
operators and the highway travel- 
er using motel accommodations. 
Circulation will be controlled at 
first, with a guaranteed coverage of 
8,500 motels and courts throughout 
the country. The basic advertis- 
ing rate will be $260 per b&w page. 


Prepares for Color TV 


Air King Products Co., Brook- 
lyn, manufacturer of television re- 
ceivers, radios and wire recorders, 
has announced that all television 
sets currently being manufactured 
and delivered by the company are 
being equipped with a _ special | 
socket to permit use of an at- 
tachment for receiving color tele- 
vision programs. 


Names Brisacher, Wheeler 


Brisacher, Wheeler & Staff, Los 
Angeles, has been named by Dude | 
Ranch Foods, Los Angeles, to han- 
dle a national marketing program 
for the company’s entire line of 
food products. 


point 


integrate 


control service 


4. MOTION 


Pn 


‘5. TELEVISI 


ae. 


KLENG studios 


CHICAGO: 601 N. Fairbanks Ct. De 7-0400 


NEW YORK: 51 East Sist St. EI 


Pl 
ON 


pais 


Bare SS 


FILMS» 


5-7336 


When This Happens To You 


Call KLING! 


Kling maintains a staff of artists for every type of work from 
small line drawings to full color oil paintings. Because this staff is 


nation’s leading magazines. 


THIS POOR LAD IS ON THE VERGE 
OF LOSING HIS MIND | 
WITH SIXTEEN DIFFERENT ADS TO DO 

AND SIXTEEN DIFFERENT ARTISTS TO FIND 


so large, you can be sure always of getting exactly the right 
artists for the job, whether a highly imaginative rendering or a 
completely realistic one is needed. When, as often happens, you 
need several different types of art work for one job, Kling can 
deliver the entire job, saving you both time and money. 


Month after month, the work of the same Kling artists who do 
commercial work, also appears in the editorial illustrations of the 


Start now to enjoy the advantages of this unique combination of 
top-talent art and service. Today, call Kling! 


‘David Echols Joins 


Advertising Age, December 4, 15; 


ECHOLS TO WEIR—David Echols (right 

new executive vice-president of Waltg 

Weir Inc., talks things over with My 
Weir. 


Walter Weir as V. P, 
and Full Partner 


NEw YORK, Dec. 1—Dayig 
Echols, who recently resigned as 
executive vice-president and man. 
ager of the New York office of 
Grant Advertising, today joined 
Walter Weir Inc. as executive 
vice-president and member of the 
board of directors. 

Mr. Echols was with Grant 13 
years. He opened and managed 
offices for Grant in Mexico City, 
Rio de Janeiro, Sao Paulo and 
Buenos Aires. He returned from 
South America in 1946 to man- 
age the Grant office in New York 
as executive vice-president. 

Walter Weir said Mr. Echols 
“will function with me as a full- 
fledged partner and will head up 
the service end of the business, 
allowing me to devote more of 
my time to the creative end—a job 
that has become increasingly dif- 
ficult for me as the agency has 
grown.” 

Until now, Mr. Weir has run his 
agency practically single-handed, 
with the chief help coming from 
Maurice B. Solomon, treasurer and 
second largest stockholder. Other 
members of the agency include 
Wilber B. Downes, vice-president 
and account executive; and A. Ed- 
win Macon, vice-president and art 
director. 


‘LH]’ Adds 3 to Sales Statt 


Ladies’ Home Journal has added 
three to its sales staff. William H. 
Fischer, formerly associate editor 
of Motor, has joined LHJ’s New 
York office. Jack C. Brussel, for- 
merly with the Press, Pontiac, 
Mich., has been named to the De- 
troit office. John Edward Warm- 
ington, formerly with the Chicago 
Herald-American and the Cleve- 
land office of Modern Railroads, 
has been appointed to the Cleve- 
land office. 


K-F Promotes McClure 


F. L. McClure, fleet sales man- 
ager in the St. Louis region for 
Kaiser-Frazer Corp., has been ap- 
pointed director of fleet sales for 
the company. He will make his 
headquarters in Willow Run. 


Set Canadian Auto Show 


The 9th annual Canadian Auto- 
motive Service Show will be held 
April 3-6, at the Automotive Bldg., 
Canadian National Exhibition, To- 
ronto. 


‘News’ to Increase Ad Rates 


The Philadelphia Daily News 
will increase its advertising rates, 
effective Jan. 1. The general ad- 
vertising rate will go from 38¢ to 
41¢ per agate line. 


AFRICA! 


—the world’s biggest potential 
market. Just published, of im- 
mense value to industrialists, exec- 
utives, advertising agents and ex- 
porters THE AFRICAN PRESS 
AND ADVERTISING ANNU- 
AL, 1950 issue. 

372 pages well illustrated, of 
up-to-date facts, concerning 
African territories from the Union 
of South Africa to Egypt. Price 
$3.50 post free from the Publish- 
ers, 604 Boston House, Cape Town, 
South Africa. 
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Half the Sales—Half the People 
are Outside City Limits! 


1950 Census proves THE 
INQUIRER was right! The 
vital growing half of the 
great Philadelphia Market reveal that more than 
(ABC city and retail trad- $2,000,000,000 in sales 
ing area) lives outside the out of a total of 
City Limits. $4,000,000,000 takes 


place in the suburban area. 


population only 7% in the 


GET YOUR FULL SHARE last decade. 


OF THIS 
$2,000,000,000 
GOLD MINE IN 
AMERICA’S 3rd MARKET 


Retail sales reports 


Here are the facts! 
Reach the people...reach 7 
the pocketbooks... of the ¢ 
people within the city ‘ 
and beyond...a market of 
over 4,400,000 persons, 
Schedule Tue INQuiRER. 


53% of the total market 
population now resides 
beyond the city boundary 
lines. Suburban popula- 
tion is up 23%... city 


' rer 
Philadelphia Prefers The Inqui 


Penobscot Bidg., 


$. DIX, 
over 3-6270; GEORGE Michigan 0578 


DWARD : Bo ard, Los Angeles, 
YNCH 20 N. Wacker Drive, go taht ulevord, 
| 5-5232; € - - i Garfield 1-7946 * 112 Wilshire le 
NLY.C., Longacre 9~ ; ‘ 7 
i Bidg., N- c., . St., 
T K, Empire State 155 
ROBERT R. BECK, 55 Montgomery San Francisco, 


LIN 
tives: FITZPATRICK & CHAMBERLIN, 


Representatives: 
Exclusive Advertising 4 West Coast Representa’ 


Detroit, Woodward 5-7260. 
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‘Several’ Producers to Provide Phonevision 
Films, But Test Will Be Delayed: Zenith 


Cuicaco, Dec. 
Corp. announced today that “sev- 
eral” major film producers have 
agreed to furnish films for the 
company’s 90-day Phonevision test. 

The test itself, however, did not 
get under way today, as scheduled. 
It has been postponed for several 
days, Zenith said, while the selec- 
tion of pictures to be shown during 
the test is being completed. 

Zenith would not reveal the 
names of the cooperating pro- 
ducers, but Film Daily, in its Nov. 
24 issue, reported that “usually 
reliable Washington sources” had 


When you Remember 
need WM. F. RUPERT 
Comptier of NATIONAL 
RECENT = | pier tists EXCLUSIVELY 
BIRTH for the past 55 years. 
90 Fifth Ave., New York 11 
LISTS OR 5-3523 


1—Zenith Radio) 


said that the producers were five 
in number—Loew’s Inc., Columbia 
Pictures Corp., Warner Bros. Pic- 
tures Inc., Paramount Pictures 
Corp. and RKO Radio Pictures 
Inc. This would leave 20th Cen- 
tury-Fox Film Corp. as the only 
holdout among the major pro- 
ducers. 

Zenith also announced that 
James C. Petrillo, president of the 
American Federation of Musicians, 
had authorized the transmission 
on television of original film sound 
tracks during the test. 


FCC OKAYS SKIATRON 
TV TEST ON WOR-TV 
WASHINGTON, Nov. 29—The Fed- 
eral Communications Commission 
has authorized Skiatron Corp., 
New York, and WOR-TYV, to con- 
duct a 30-day test of a subscrip- 
tion-television system. 
Earlier, FCC had authorized a 


test of Phonevision, the subscrip- 
tion TV plan proposed by Zenith 
Radio Corp., Chicago. 

The Skiatron experiment is an 
all-electronic plan, involving 
“coded” broadcast signals which 
are usable only to Skiatron sub- 
scribers. 

Unlike the Zenith system, it does 
not involve a supplementary signal 
delivered by telephone wire. 


s In authorizing a 30-day test of 
Skiatron’s plan, FCC warned that 
WOR-TV must avoid any action 
which might create the impression 
that subscription-vision will be ap- 
proved by FCC. 

The New York tests are to be 
conducted between midnight and 
10 a.m., and are to involve only 
one receiver, at Skiatron’s labora- 
tory. Skiatron Corp. is a subsidi- 
ary of Scophony Corp. of America. 

Zenith’s pending test in Chi- 
cago involves sets in the homes of 
300 TV owners, and is intended to 
measure the public’s willingness 
to pay for its TV programs. 


St. Louis Jr. Adclub Elects 

Glenn Adair, Arthur R. Mogge 
Inc., has been elected president 
of the Junior Advertising Club of 
St. Louis. Other officers are: Don 
Nies, Nies-Kaiser Printing, Ist 
vice-president; Joe Ramsey, War- 
wick Typographers, 2nd vice-pres- 
ident; Dave Lehleitner, Oakleigh 
R. French & Associates, 3rd vice- 
president; Lew Sherman, Color 
Process Co., 4th vice-president; 
Howard Trimpe, Teuscher, Pulley 
& Belting Co., secretary, and Wally 
Wangerin, free-lance artist, treas- 
urer. 


Hens & Kelly Names Stark 

Milton Stark has been appointed 
sales promotion and advertising 
manager of Hens & Kelly, Buffalo, 
succeeding Edwin R. Morrell. Mr. 
Stark formerly was advertising 
manager of Cohen Bros., Jackson- 
ville, Fla. 


Gleeson Opens Art Studio 

Dan Gleeson has opened a com- 
mercial art studio at 251 Kearney 
St., San Francisco. He formerly 
was with Shawl, Nyeland & Sea- 
vey, San Francisco. 
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BACKACHE 
WITH A SMILE 


oe a 
ee 


The smile is genuine enough. Back of his backache 
is a Johnson Back Plaster—a product of our client, 
Johnson & Johnson. 


And back of the plaster is pre-tested newspaper 
advertising which emphasizes the product’s three- 


MN. WO WYER: & SON, ING. - 


way action: (1) Brings warming, healing blood to 
the sore spot; (2) supports tired muscles—cuts down 
jabs of pain; (3) holds in warmth hour after hour. 


Such facts hearten backache victims... and step 


up business in drug stores. 


a 


Philadelphia, New York, Chicago, Detroit 
San Francisco, Hollywood, Boston, Honolulu 


Fitch Shifts to Gardner 
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Patri Holds to 
Belief TV Is 
Good for Kids 


New York, Dec. 1—Dr. Angelp 
Patri, who has been more than 
little upset by the reaction to his 
advertised statement, endorsing 
television as essential to the hap. 
piness of children, in the early 
negative phase of the American 
Television Dealers and Manufae. 
turers’ campaign, this week ey. 
plained his thinking on the syb. 
ject of TV. 

Ruthrauff & Ryan, agency for 
the cooperative industry drive 
which has since switched to the 
happy, positive approach to sell the 
country on a television Christmas, 
released Dr. Patri from his cop. 
tract at his request. This was done 
a couple of weeks ago following 
the first newspaper ad_ which 
showed a couple of unhappy chil- 
dren above the headline, “There 
Are Some Things a Son or Daugh- 
ter Won’t Tell You.” The copy 
prompted widespread criticism 
from many sources (AA, Nov. 20, 
27). 


= Despite the unpleasantness cre- 
ated by the use of his remarks, Dr. 
Patri does not blame Ruthrauff & 
Ryan and still feels that “tele- 
vision is an instrument which is 
here to stay and might as well be 
used to do some good. 

“A gadget like this, which will 
keep the children at home and the 
family together is a godsend,” he 
told ADVERTISING AGE. The promi- 
nent child behaviorist called atten- 
tion to the thousands of children 
who are brought into court every 
day. TV may be able to help keep 
them happy and out of trouble, he 
suggested. 

It would certainly be a wonder- 
ful thing for those families with 
the habit of parking their children 
in movies while they go out for an 
evening’s entertainment, or for 
those whose children stand outside 
store and tavern windows watch- 
ing telecasts, he continued. 

This was the sort of reasoning 
which made Dr. Patri available a 
an authority for the campaign, 
though he was quite surprised by 
the drive’s emphasis on inferiority 
complex and other negative ap- 
peals to potential buyers. 

“My attitude toward the whole 
proposition is this: If television 
will help in the conservation of the 
home and make for the good life 
for the child, I’m for it,” he de 
clared. 


F. W. Fitch Co. division of Grove 
Laboratories Inc., St. Louis, maker 
of Fitch dandruff remover sham- 
poo and Ideal hair tonic, has ap- 
pointed Gardner Advertising Co., 
St. Louis, as its agency, effective 
Feb. 1. Harry B. Cohen Advertis- 
ing Co., New York, is the present 
agency. 


Appoints Albert Frank 


Bankers Federal Savings & Loan 
Assn., New York, has appointed 
Albert Frank-Guenther Law Ince. 
to handle its advertising, effective 
Dec. 1. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door peting -_ botnet knows 
as DIRECT SELLING — is building 
pong y quickly for many manv 
It may be your answer 0 
dwindling volume, vanishing profits 
soaring cé and cut-throat compet: | 
tion. Di lling is fully explained 
in fascinating booklet—mailed FREE 
Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


Dept. A-43, 28 E. Jackson BI., Chicago 4 lll 
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DECEMBER 1950 


How hundreds of advertisers will benefit 


MeCalls 


make this wonderful 
GINGERBREAD 


HOUSE 


from the House that McCall's built 


Mu:tions of pounds of food and candy — that’s the potential 


zo sale McCall’s 1950 Christmas Cover House holds for hundreds of 
4 bd advertisers! It’s made of gingerbread and candy. 
3 For not only will close to 4,000,000 McCall’s families read how 
. ie to make this House — but hundreds of thousands of shoppers in 8,500 
Rr ete rn department and specialty stores will learn of it through tie-up promo- 
obaahen 


AN of" “toh! cone ot *. yo tions on Pattern, Magazine, Candy, Novelty and Food Counters in 
Blaxs roid “Shade | stores. 


igh +9 <> Bj. 
“to. nots ae “4 And, ‘for the first time, a direct cross promotion will be made between 


Coast to coast, McCall’s Christmas Cover House will be featured 
in local dealer advertising, on newspaper food pages and in cooking 
schools and on home economics programs. 

Again this month — with its overall emphasis on service material, 
inside the book and on its front cover — McCall’s combines its editorial 
and merchandising facilities to move goods for advertisers! 

Dramatically tying in the celebration of Christmas with food and 
food products, McCall’s once more proves its unique ability to arouse 


buying-excitement, to stimulate widespread promotion, to sell merchan- 


(McCall Transfer Pattern #1590 available at all Dept. Stores) 
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Gets Furniture Account 
Heggie Advertising Co., Toronto, 


has been appointed to direct the| creative staff of Franklin Bruck 

advertising for McLagan Furniture | Advertising Corp., New York, has 

| opened Central Registry, a place- 

Color ads will appear in magazines | ment agency, specializing in per- 

in the} sonnel for advertising and allied 

supplemented by direct) fields. Offices are located at 1674 
| Broadway, New York. 


(Canada) Ltd., 


and trade _ publications 
spring, 
mail. 


Stratford, Ont. 


Opens Ad Placement Service 
Robert W. Rich, formerly on the 


If you make any of these products — 


S Lubrication Engineering 


can sell them for you © WRITE FOR FACTS 


343 S. DEARBORN ST. CHICAGO 4, ILL. 
The only Publication Devoted Exclusively to Lubrication 


| 


McGraw-Hill Shifts Becker; 
Makes Four Other Changes 


A. D. Becker Jr., formerly New 
York sales representative for 
Chemical Engineering, published 
by McGraw-Hill Publishing Co., 
has transferred to the sales staff 
of Chemical Industries, also a Mc- 
Graw-Hill publication, in Chica- 
go. His Chemical Engineering ter- 
ritory will be taken over by J. El- 
ton Tuohig, who comes to Mc- 
Graw-Hill from Reichhold Chemi- 


cals Inc. 
Robert Muller, formerly with 
Metal Progress, published by 


American Society for Metals, and 
Knox Armstrong, formerly with 


| classified sales of McGraw-Hill in 


Boston, have joined Chemical In- 
dustries’ sales staff, and William 
Hannum has moved from the New 
York to the Philadelphia sales of- 
fices of the publication. 


Advertising Age, December 4, it 


The Big Blockade 


e IN MANY multiple plant com- 
panies, the term “local autonomy” 
has depth and meaning. Here the 
local plant manager has high 
authority in operating his own she- 
bang, and is frequently regarded 
in the community as an individual 
of importance. His bosses wisely 
recognize that they are miles away 
from the local scene, and that if 
the local man is competent to 
manage a business, then he is com- 


Represented by the General 
Advertising Department 
Scripps-Howard Newspapers, 
230 Park Avenue, New York 
City. Offices in Chicago, 
Cincinnati, Detroit, Dallas, 
Philadelphia, San Francisco. 


Next year Carnegie Tech starts u 


Pitt’s $19,450,000 building program is now under 
way, with the Field House and the Medical Center 
Nurses’ Home well started. Its Graduate School of 
Public Health, financed by a $14,600,000 grant, opened 
in September. So did Carnegie Tech’s Graduate School 
of Industrial Administration. 


its $1,500,000 


synchro-cyclotron, one of the nation’s most powerful 
atom-smashers. Last year Mount Mercy College com- 


Pitt’s new Field House, adjoining Pitt Stadium, will seat 7,000 spectators 


Pittsburgh is full of changes, but one basic marketing 
rule is as true today as it has been all through the 44 
years of The Press’ leadership in Pittsburgh. . . 


IF YOU WANT 
YOUR ADVERTISING TO WORK, 
PUT IT IN THE PRESS. 


That's what experienced marketing men do—because The 
Press produces business. 


In the first nine months of this year, The Press 
published 47.9% of all the advertising linage in the 
three Pittsburgh newspapers. 


nO. 
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LEARN WHY PITTSBURGH IS A BILLION DOLLARS BETTER 


pleted a $1,500,000 building housing an acoustically 
superb auditorium. Duquesne University will celebrate 
its seventy-fifth anniversary, in 1953, with a large 


building project. 


Like practically everything else in Pittsburgh, the 
educational plant shows evidence of a rich, vigorous 
market, revitalized by industry’s investment of more 
than a billion dollars in plant construction, expansion 


and modernization. 


fitry 


La 
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Ask your Press Representative to tell you about 


Pittsburgh’s new market potentials . . . 


and how to 


reach them through The Pittsburgh Press. Every 
Scripps-Howard Representative is a Press Representative. 


Sun Telegraph (evening) 
Sun Telegraph (Sunday) 


Post-Gazette (morning) 


PITTSBURGH AD LINAGE 


First 9 Months of 1950 


THE PITTSBURGH PRESS (evening) 
THE PITTSBURGH PRESS (Sunday) 


Total Pittsburgh Linage—up 202,290 Lines 
Pittsburgh Press Linage—up 829,094 Lines 


13,902,401 
6,204,334 


9,116,177 
5,084,838 


7,596,856 
Source: Media Records 


—in City and Trade Zone Circulation—in Classified Advertising = ify Retail 
Advertising—in General Advertising—in Total Advertising 


The Pittsburgh Press ...... 


Not 
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Employe Communications 


How to Win Friends Among Your Workers 
By Rosert Newcoms and Marc SAMMONS 


petent to represent all the com 
pany’s interests on the local firip 
line. In short, they give him } 
head and he uses it. 

The local plant manager, how 
ever, can be and often is the hig 
blockade to a more sympathetia 
attitude on the part of employ 
toward the company as a whole 
He may put the local plant above 
the parent company, resisting ang 
resenting the memoranda from the 
general office. So long as his oper 
ations continue to show a profit 
the general office is inclined 
muzzle its protests. In the procegs 
such loyalties among employes gg 
are developed are built sole 
around the local plant. The em 
ployes have no feeling of kinshig 
with the general office nor wit 
its faceless personalities perhap 
a thousand miles away. The work 
ers are thus encouraged to doubt 
and often to mistrust an absented 
landlordship. The pontifical le 
from the president, published j 
the company-wide journal, do lit 
tle to strengthen the ties. 


e Management certainly has g 
chore before it in selling the com 
pany to its own rank-and-file em 
ployes. But one thing it can do td 
lighten the load is to persuade 
some of its own people at the loca 
management level of the soundnes 
and practical wisdom of good com 
munication at the local plant. I 
such cases communication include 
not only the local plant story, bu 
the over-all company story as wel 

One local plant manager recent 
ly remarked to the authors of thi 
department that his employes a 
the Blank Division of his compan 
were interested in nothing beyond 
the local plant gates, that wha 
took place in other company divi 
sions was of no interest or conce 
to his own employes. This was @ 
regrettably narrow and inaccuratg 
view, and within only a few weekg 
a poll of his employes revealed 
their deep interest in such matte 
as the company’s end products 
the operations and physical make 
up of other company plants, thé 
communities in which the othe 
plants were located, the sources 
of company raw materials, and thé 
headquarters administrative per 
sonnel. They were interested i 
what made up the team, since they 
had often been told they were part 
of one. 

Many top officials of indust 
today firmly believe that the story 
of a company can and should be 
told within the framework of thé 
company itself. They want it to be 
done, and too often think that it 
is being done. But the big blockade 
may easily be the local plant mai- 
ager, who isn’t yet convinced of 
the need. 


Ad Council Starts New Drive 


Beginning Nov. 27, the Adver 
tising Council started the radi 
television phase of its first short 
term peacetime campaign to il 
form the housewife how she is af 
fected by the new social security 
regulations for domestics. Radio 
time has been allotted through the 
radio allocation plan to reach the 
largest housewife audience poe 
sible, and TV spots will promot 
the gove ent’s booklet, “Do Yo 


Haye. Mais 2?” which explains tht 
apnea ion of the new law 
\fes'oughA the cooperation of ti 
transportation advertising indus 


itrysearseatids in January also 
garry, the “send for” message. 
MIG 229A TSE y 


Lever Names Talman V. P. 

E. Lee Talman, former treasureét 
of the Coca-Cola Co., has bee 
elected administrative vice-presie| 
dent and a director of Lever Bros 
New York. He will assume 


duties Jan. 1. 
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Department Stores 
Sign Up ‘Carnival,’ 
Bet for September 


New YorK, Nov. 28—A new 
agazine named Carnival will be 
bublished quarterly beginning 
ext September by Walbridge & 
»,, 714 Fifth Ave. The magazine 
will be distributed free to de- 
hartment stores, which will mail 
opies to customers on their charge 
ccount lists. 

John McClain, New York Jour- 
Bal American columnist who 
will be editor of Carnival, said the 
magazine’s revenue will come 
rom national advertisers who will 
bay $4,000 per b&w page and $5,- 
M00 for a four-color page. Mr. Mc- 
lain said at least 500,000 copies 
ill be printed next fall. 


Department stores which have 
igned up to distribute Carnival 
clude Strawbridge & Clothier, 
Philadelphia; R. H. Stearns, Bos- 
on; Halle Bros., Cleveland; and 
oseph Horne, Pittsburgh. Nego- 
fations are still going on with 
tores in other major cities. The 
ores are contracting for an av- 
rage of 60,000 copies each of the 
irst issue. 

Mr. McClain said Carnival will 
be the size of The New Yorker, 
and that writers appearing in the 
initial issue include John O’Hara; 
Quentin Reynolds; Tex & Jinx; 
ohn Crosby, radio and TV critic 
for the New York Herald Tribune; 
mand Red Smith, sports columnist 
for the Herald Tribune. 


tribune’ Has Biggest Issue 


‘The Chicago Tribune on Thanks- 
giving Day published the largest 
faily issue it has ever put out. 
Editions circulated in two of the 
paper’s three Chicago and suburb- 
zones totaled 126 pages each, 
and those in the third zone totaled 
22 pages. These exceeded by 14 
pages the Tribune’s previous ree- 
brd weekday issue, published on 
hanksgiving Day last year. The 
estimated 270,000 advertising lines 
arried this year exceeded last 
ear’s record edition by 15,000. 


Johnston Export Ups Larson 


Leslie S. Larson, who joined 
ohnston Export Publishing Co., 
ew York, in a sales capacity two 
years ago, has been transferred to 
he Chicago office, effective Dec. 
i, where he will work as joint 
anager with Duncan Forbes, rep- 
esenting American Exporter and 
American Exporter Industrial in 
hicago and surrounding area. Mr. 
orbes, western manager since 
$23, is planning to retire at the 
d of next year. 


lock Island Names Two 


Chicago, Rock Island & Pacific 
Railroad Co., Chicago, has named 
Valter W. Rodie, formerly adver- 
ising agent, as advertising man- 
ger. Concomitant with the ap- 
pointment, the Rock Island adver- 
#'sing department becomes aligned 
vith the company’s public rela- 
ions department. William E. 
ayes, executive assistant in 
harge of public relations, has 
peen named to assume general 
aeevision of advertising activi- 


mblication Sets Trade Show 
National Garden Supply Mer- 
handiser & Power Equipment 
Dealer, published by Monumental 
mress Inc., Baltimore, has an- 
nounced its sponsorship of a gar- 
men supplies and equipment trade 
how, to be held at the Hotel Astor, 
New York, Jan. 30-31. George E. 
erry, director of the marketing 
pureau of the publication, is in 
harge of the show. 


ames Alloway, Thompson 

Station CKXL, Calgary, Alta., 
a8 named Bruce Alloway, former- 
y with All-Canada Radio Facili- 
€s, Toronto, as national sales 
anager. John Thompson, former- 
\ publicity and promotion director 
Station. CKEY, Toronto, has 


Appoints Salisbury 


Lloyd V. Salisbury, formerly 
central division manager of James 
& Brown Inc., national distributor 
of Inselbric, has been appointed 
general sales manager of Weather 
Panel Sidings Inc., Buffalo, manu- 
facturer of insulating panel siding. 


Ryan, Nelson Join Hazard 


Michael P. Ryan, formerly with 
the advertising department of 
Wallace & Tiernan, and James E. 
Nelson, formerly with the Fred 
Wittner Advertising Agency, have 
joined the copy staff of Hazard 
Advertising, New York. 


Appoints Hansen-Tipton 
Hansen-Tipton Co., San Carlos, 
Cal., has been named to direct the 
advertising of the Allied Arts 
Guild, Menlo Park, Cal. 


McManus Joins Mendte 


Benjamin P. McManus, formerly 
director of public relations for the 
Long Beach, N. J., Board of Trade, 
has joined the creative staff of J. 
Robert Mendte Inc., Philadelphia. 
He will concentrate on travel ac- 
counts. 


Establishes Tucson Agency 


H. B. Sinclair has established 
H. B. Sinclair Advertising Agency 
at 41 W. Alameda St., Tucson. The 
agency will specialize in the plan- 
ning and preparation of advertis- 
ing and sales promotion for retail 
stores. 


‘Mercury’ Sells at a Quarter 


Price of the New American Mer- 
cury, which made its bow last 


week, has been set at 25¢ a copy. 


The old Mercury sold for 35¢. 


Gets Organ Account 

Allentown Organ Co., Allen- 
town, Pa., has named Lee Rams- 
dell & Co., Philadelphia, to handle 
the promotion for Allen Electron 
organ. 


To Reincke, Meyer & Finn 

John C. Bridgwater, formerly 
with Schwimmer & Scott, has 
joined Reincke, Meyer & Finn, 
Chicago agency. 
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Carter Promotes Fogwell 


Bruce Fogwell, formerly sales 
promotion assistant for the Wil- 
liam Carter Co., Needham Heights, 
Mass., has been appointed assist- 
ant to the advertising manager, 
William L. Carter. 


Winant Named Agency V. P. 
E. Morgan Winant has been 

elected a vice-president of Weight- 

man Inc., Philadelphia agency. 


8x10 genvine glossy photos 


€ in 500 ond 750 quontities 
(1000 ond over .06¢) 


FOR ALL PURPOSES 


Shorp, clear, crisp! Prompt Delivery! 


PHOTO- 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 


WATIONAL OFFICES 


meet! Named to the 
KXI. same post at 


Take a minute or two to rate your 
presently-used media against Spot Movie 
Commercials. Even add any other 
advantages you can think up. You'll 
find surprising results — no other 
major advertising media can match the 
number of advantages you get with 
Spot Movie Commercials. And here 
are a few more interesting facts 

about this potent advertising medium: 


There are 14,750 theatres available, 

in almost all markets. You pick the 
ones you want, enabling you to aim 
your advertising shots at any specific 
community — even at neighborhoods! 
Each theatre selected displays your film at every 
full performance during every week for which 
Spot Movie films are scheduled. Local dealer 
identification supplied if desired. 


ovie Adver 


CLEVELAND: 526 SUPERIOR N. E. 


If you wish we will prepare theatre coverage 
plans for you or your agency without cost or 
obligation. Write, wire, or phone our nearest 
office for complete information. 


‘ising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOTTE ST. SAN FRANCISCO: 821 MARKET ST. 
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Rough Proofs 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
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Issued every Monday by Advertising Publications, Inc., 200 E. Illinois St., Chicago I! 
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ALL RIGHT, BUT 
SEE THAT YOu 


Time knocked the ‘!’ out of Sep. 
ator Wayne Morse’s aspirations ty 
a place on the Foreign Relation 
committee by referring to him » 
a Repubican. 


Berkshire’s fabulous 160s ap 
described in the ads as “frankly 
the most beautiful stockings you'ye 
ever. seen,” but frankly doesn} 
that depend on who’s wearing 
them? 
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San Francisco - 
Correspondents in All Principal Cities ely mM 
~ 1 lll 
15 cents a copy, $3 a year, $5 two years, $6 three years in U. S., Canada and Pan Mi at 
Ne ; 


Rough Proofs’ football expert 
put Illinois in the Rose Bowl g 
bit prematurely. Hereafter this 
column will confine its victory 
predictions to the Chicago Bears 


<a! 


Ss 
iy Ul Nb : . 
a A thn The Fighting Illini are now mur. 
AU muring the lines from one of 
Ethel Merman’s hits in “Call Me 


(3); Simpson-Reilly Ltd., 

703 Market St., Win’ Blair Smith, Mgr. 

America. Foreign $4 a year extra, Four weeks’ notice required for change of address. 
Frank W. Miles, circulation director. 


THE OWNERS OF SETS WITH iM 


NINETEEN-INCH SCREENS Me. Madam,’ something like, 4 
ARE APT TO BE CLASS CONSCIOUS i smelled roses when the trees were 
The Danger of Waiting for Things to Clear Cong 19, Mw Yok Mel Ten te “15 bare. 
oa 


The Unseen Audience, by H. T. Webster. 


The events of the past few weeks in Korea have again demonstrated 
the foolishness of the business course which holds off making deci- 
sions “until the situation is clarified.” 

The unhappy truth seems to be that nothing is ever going to be 
clarified to any important extent in either the domestic or the inter- 


Reprinted by permission, New York Herald Tribune Inc. 


The cold weather togs issued 
to the fighters of the Marine 
Corps, including two pairs of socks, 
two pairs of pants, two pairs of 
gloves and a fur-lined overcoat, 


would have been about right for 
most football fans in the stands on 
Nov. 25 and 26. 


national situation, and under such conditions business and individuals 
must perforce move forward on a day-to-day basis, exercising the 
best judgment and the most intensive foresight of which they are cap- 
able. 

The decisions which business must make under permanently un- 
settled conditions will frequently be wrong, no doubt, because no one 
is capable of outguessing all the imponderables; but the one point 
which seems completely clear is that decisions must be made. To hold 
off doing anything until the road ahead becomes perfectly clear 
means, in essence, that whatever decision is ultimately made is going 
to be too late to be effective. 

In the case of advertising and promotion there is a special point 
involved, it seems, and one which makes it even more sensible to 
make the basic decision, and then to tailor the execution of that de- 
cision to the facts as they develop from time to time. 

Some advertisers of long standing have been delaying formation of 
their promotional plans for 1951, because they are not sure of the 
availability of supplies and because they are concerned over the 
implications of the world situation. Yet it is clear that whatever the 
supply situation and the world situation may be, they will need ad- 
vertising and promotion. 

Why, then, delay making the basic decision as to the broad out- 
lines of their advertising and promotional program? If copy appeals 
must be changed, that is fairly easy; if schedules must be revised, that 
too is fairly easy, since in the peculiar business that is advertising, an 
advertising contract is almost always a sort of one-way street, bind- 
ing on the medium, but very much less binding on the advertiser. 

Personally, we prefer the philosophy of the business man we know 
whose plant burned out completely a couple of weeks ago. Inade- 
quately. covered by insurance, he is going to lose a great deal of money 
replacing his physical facilities. And what is even more important, he 
knows from the long experience of his industry that the fire is going 
to cost him something like one-third of his former customers and his 
normal volume. 

Yet, on the second day after the fire, while trying to clear the plant 
of debris and while the operation was at a complete standstill, he 
found time to more than double his advertising and promotion. Why 
did he do this? His answer was simple: “I don’t know what else I 
could do. This is the only way I know to protect what’s left of my 
investment.” 


What They're Saying 


Looks as if a lot of people may 
decide to buy television receivers 
for Christmas in spite of all that 
Dr. Angelo Patri and his friends 
could do to discourage them. 

* 


Gladys the beautiful receptionist 
says that newspapers and maga- 
zines should be so happy over all 
the TV set advertising they're 
carrying, they really ought to quit 
policy but not both. Which way| worrying about what TV adver- 
do we prefer to have it? Should it | tising is expected to do to them. 
be the foremost purpose of gov- e 
ernment to prevent disparities in| Popeye the Sailor Man must be 
bargaining power so great that) slipping, as the statisticians say 
business men cannot protect them-| that spinach is still near the top in 
selves? Success in such a policy| the list of foods most disliked by 
would make it possible to hold! reluctant consumers. 
the regulation of business prac- e 
tices down to a minimum, but the Some admen think it's bed pa 


pursuit of such a policy would re- t adh ofial f f th 
quire an all-out effort to limit, and xt we ed yg : 4 
in many cases to reverse, the con- pons se olding highball glasses ® 

their hands, and some brave souls 


centration of economic power. sony @ven Gennest at edeneill 
Shall it, instead, be the foremost | ™@Y ©ven —s 
remos"|hold highball glasses in their 


policy of government to see to it 

that business practice is not op- hands. 
pressive? Success in such a poli-| e 

cy would minimize the need for Holiday parties for advertising 
attack upon concentration. It| people are usually well supplied 
would entail, however, acceptance| with the products of the still and 
of a progressively tighter legal| the wine press, but maybe now 
regulation of the market. that tea is being aggressively ad- 

Should we, as at present, follow | vertised to men, times may change. 
each line of policy partially? If e 
so, in practice we must still de- 
termine the relative emphasis to 
be given to the two policies. 

If American business has a clear 
choice in the matter, its wishes are 
likely to be taken very seriously. 
But first it is necessary for busi- 
ness to make up its mind. 


—From speech by Corwin D. Ed- 
wards of the Federal Trade Com- 
mission before the Golden Jubilee 
Commerce Conference, Madison, Wis., 
printed in the Journal of Marketing, 
October, 1950. 


government to put business in a 
strait jacket. Yet business men have 
been the architects of the concen- 
tration of economic power which 
creates the stimulus and need for 
controls of business practice. Busi- 
ness men are the first to criticize 
any suggestion that government 
should seek more vigorously to 
prevent such concentration. 

We can reject either line of 


The Sinister Use of Words 

“Are you aware that he is known 
all over Washington as a shameless 
extrovert? Not only that, but this 
man is reliably reported to practice 
nepotism with his sister-in-law, 
and he has a sister who was once a 
thespian in wicked New York. 
Worst of all, it is an established 
fact that before his marriage, he 
habitually practiced celibacy.” 

That’s what a campaigning poli- 
tician is reported to have said of 
his opponent in a stock speech he 
used for semi-literate voters. Since 
they didn’t know what the words 
meant they could be counted on to 
assume from the context that they 
must mean something bad. 

If your attempts to sell free en- 
terprise and the profit system to 
employes have failed, it’s partly 
because union tradition and union 
newspapers have made some words 
“bad” ones in much the same way. 
Their emotional impact is power- 
ful, their intellectual content prac- 
tically nil, reaction to them invar- 
iably hostile. 

For one thing, the background of 
the speaker tends to influence re- 
action to what he says. A Socialist 
could propound Republican politi- 
cal beliefs, but if he announced 
first that he was a Socialist, Re- 
publicans would be solidly opposed 
to anything he said. Secondly, 
language communicates emotion 
as well as conveys facts. When 
language which is not well under- 
stood by the readers has been con- 
text-distorted by an _ accepted 
“authority,” emotional reaction 
shoulders the facts aside. 


—From labor report of the Research 
Institute of America, dated Nov. 15, 
1950. ; 


The success of real cowboys 
running in the recent election for 
important state and national of- 
fices seems to show that enthusi- 
asm for Hopalong Cassidy is 
shared by a lot of kids over 21. 

2 

The Old Professor wonders if 
Mr. Taft, now known to one and 
all as Mr. Republican, will be able 
to convince people that the United 


Bark Worse Than Bite? 


A few weeks ago ADVERTISING AGE pointed out, after a national in- 
vestigation by its resident editorial men, that auto dealers were cry- 
ing a little harder than was actually called for about the terrible 
things the new credit regulations were doing to their business. 

Now, reports we have received from a number of people who have, 


been trying to purchase 1950 new cars bear out this contention. Deal- 
ers, they report, certainly don’t sound or act as if they’re going broke. 
In fact, most of them say business is fine, and are inclined to laugh 


Make Up Your Mind! 

Business men have been under- 
standably restive under the aggre- 
gate effect of the extension of con- 


Advertising Definition 


Good advertising is the kind 


States isn’t a democracy but a re 
public. 
* 
Those interested in semantics 


which is so enticing and clear 
that it will make a woman un- 
happy with the clothes she has 
just bought. 


—H. Woodruff Bissell, vice-president, 
Geyer, Newell & Ganger, New York, 
in a talk before the Hartford Adver- 
tising Club. 


at any suggestion that the purchaser of a 1950 car ought to get a sub- 
stantial discount because 1951 models are already out or shortly com- 
ing out. 

There still seem to be plenty of people with enough money—espe- 
cially in view of potential shortages—to keep new cars moving at 
a reasonably satisfactory pace. 


may ponder on the value of the 
touch of class and dignity im 
parted to the product when the 
distillers refer to it as “whiskey,” 
with an ~” 


trols over marketing, even though 
most of these controls have been 
the outgrowth of pressures for 
protection by business groups. 
One constantly hears the state- 
ment that it is the tendency of 
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view : - concerned with the affairs of science. 
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one of hen you realize that mathematics lies at the base of both our sci- 
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ike, “ entific and economic life, this kinship of science and business becomes more 
ae evident. On this common ground, advances in one benefit the other. 
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a reviewed the developments in giant computing machines which started 
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-gets TO 


the 


near 


of America 


There are more different kinds of mag- 
azines published in the United States 
than anywhere else in the world. 


There are magazines for men and 
women, for blacksmiths, bicyclists and 
bird watchers, for poets and plumbers. 


Yet the remarkable thing about the 
U. S. is that it is not a collection of sep- 
arated markets like Europe. It is one 
continuous market, 3 million miles 
square and 150 million people strong. 


National advertising has made this 
national market possible. And over the 
years one magazine has carried more 
national advertising than any other, by 
far. No other medium has ever built so 
many little businesses into big ones or 
so many local concerns into national 
institutions. 

Each issue of this magazine reaches 


more women than most women’s mag- 
azines, more men than any man’s 


magazine, more businesses than any 
business magazine, more retailers 


than subscribe to their own trade 


_publications. 


This magazine is The Saturday Eve- 
ning Post; geographically, economi- 
cally, emotionally... it gets to the heart 
of America. 


A comprehensive survey of weekly 
magazine reading reveals that: 


1. Readers spend more time with the Post 
2. Readers return more often to the Post 
3. Readers believe the Post is more reliable 
A. 


Readers have more confidence in products 
advertised in the Post 


5. Readers pay more attention to advertising 
in the Post 
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This is the Sales Manager 

who discovered the buying power 
of 1,000,000* MEN who 

read and own 

The Elks Magazine. 


*Dec. 1949 ABC statement — 
928,010 circulation —a substantial 
bonus over guaranteed 850,000 

on which current rates are based. 


YOU'LL SELL IT... 
iF YOU TELL IT IN 


New York + Chicago + Detroit 
Los Angeles + Seattle 


Music Conference Announces 
Advertising Awards Contest 


The American Music Confer- 
ence has announced the opening of 
the first annual advertising awards 
competition. Awards will be given 
for the most effective use of music 
as a theme in non-music advertis- 
ing during 1950. The contest closes 
Jan. 10. All advertising forms are 
eligible. Entries should be sent to 
the advertising awards committee, 
American Music Conference, c/o 
Philip Lesly Co., 100 W. Monroe 
St., Chicago 3. 

Judges of the contest are S. R. 
Bernstein, editor, ADVERTISING AGE; 
Reginald Clough, editor,. Tide, and 
Eldridge Peterson, editor, Print- 
ers’ Ink. 


Asqus Elects Lewis 
President; Others Promoted 


Robert E. Lewis, vice-president 
and general manager of Argus Inc., 
Ann Arbor, Mich., has been elected 
president of the company. The 
company has officially changed its 
name to Argus Cameras Inc. 

Other officers elected to new 
posts are: Homer Hilton, formerly 
vice-president and director of 
sales, to vice-president and direc- 
tor of sales and advertising; Dud- 
ley J. Scholten, formerly secretary, 
to vice-president and sales man- 
ager, and Joseph H. Detweiler, 
formerly assistant secretary, to 
secretary and treasurer. 


WCAU Appoints Arbuckle 

Richard C. Arbuckle, formerly 
account executive in the television 
department of Edward Petry & Co., 
New York, has joined the com- 
mercial staff of the WCAU sta- 
tions in Philadelphia. 


Appoints Michel-Cather 

Michel-Cather Inc., New York, 
has been retained to handle the 
advertising of Atlas Screw & Spe- 
cialty Co. 


IT HAS 
ALWAYS BEEN 
MANZ THINKING 


* The frst halftone engraving 
made in the middlewest; 


* MANZ was first to make high 
fidelity four/color reproductions 
direct from merchandise; 


* MANZ was the first company to 
combine photo engraving and 
printing under a single respon- 
sibility; 

* The first multi/color Claybourn 
press was delivered to the 
MANZ plant; 


business: 


* First to introduce the use of lead 
mould nickeltype to the mid- 
western printing industry. 


Manz has never relented in the arduous search 
for better methods, more skilled craftsmen, and 
improved equipment! 


that to progress and remain the 
vanguard of an important industry 
requires a keen eye to the future 
—a sharp ear to the ground—and a 
hardened nose to the grindstone. 
Over the past 84 years, MANnz 
probably has had more Firsts to its 


credit than anyone else in the 


GRACELAND 2-1000 
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Advertising Age, December 4, 1934 


Joseph J. Kutys, space buyer at William Jenkins Advertising, 
Philadelphia, who holds the rank of captain, Infantry, USAR, re. 
turned to active duty Nov. 29, reporting to the 10lst Airborne 
Division, Camp Breckinridge, Ky., for assignment. . . 

Charlotta O’Dowd, of the staff of Merchandising Factors, San 
Francisco agency, and William E. Lockwood, managing editor of the 
Fresno Bee, were married Nov. 12 in Carmel...I. E. Showerman, 
v.p. of NBC and manager of WNBQ, WMAQ and WMAQ-F\M, is 
heading the volunteer savings bond television committee for 
Illinois. . . 

Denver University’s chapter of Alpha Delta Sigma, advertising 
fraternity, initiated Morey Townsend of West-Holliday Co. as a 
professional member at a dinner Dec. 1. The date came close to 
coinciding with his Nov. 30 celebration of his 30th year in the ad- 
vertising business. Among the professional members present were 
Hugh Terry, manager of Station KLZ, and Kent Thomas of the 
Frieberger ad agency and president of the Denver Adclub. .. 

Kingsley L. Rice, president of Technical Publishing Co., Chicago, 
has been elected chairman of the North Shore chapter of the Amer- 
ican Cancer Society...Cleveland’s E. F. Hauserman Co. sponsors 
an “advertising road show,” with Ad Manager Kenneth Hawkins, 
Ben Hauserman and Charles Nocar spieling to audiences of builders 
while workmen construct a 16’-square room... 

A daughter named Robin Gail was born Nov. 8 to Keith G. Dare, 
Headley-Reed Co. account executive in New York, and his wife 
Betsy... 


“WHAT'S IN A NAME?’—The body is Bert Weary, This Week Magazine representa- 
tive, helping with some Saturday afternoon construction work at the home of Art 
Boylan, advertising vice-president of The Drackett Co., Cincinnati. 


Robert D. Handley, ad manager of the Sylvania Division of Amer- 
ican Viscose Corp., has been named executive chairman of the pub- 
licity committee and a member of the plans board for the National 
Industrial Advertisers Assn.’s conference, which is scheduled for 
the Waldorf-Astoria next June... 

Betty Jane Woodrow, of Flair, and Carl Zahn, of Benton & 
Bowles’ art department, were married on Nov. 18...And Sidney 
Bruck, partner in Kaplan & Bruck, New York agency, celebrated 
Thanksgiving by marrying Sylvia Siegel... 

Everit Terhune Sr., publisher of Boot & Shoe Recorder, received 
a testimonial scroll and a TV set from the company in recognition 
of his 51 years’ service... McGraw-Hill’s president, Curtis W. Mc- 
Graw, became a grandfather Nov. 14 with the birth of a daughter 
to Mrs. James L. Stoltzfus, whose husband is a student at Harvard 
Business School... 

The State Department has appointed James D. Shouse, v. p. of 
Avco Mfg. Co. and chairman of Crosley Broadcasting Corp., Cincin- 
nati, as a representative of the radio industry for an overseas survey 
to study and develop methods for improving the government’s ex- 
panding information program. One of the principal units of the 
“Voice of America” is operated in Bethany, O., by Crosley... 

Mrs. Hilda Kelly, assistant classified ad manager of the Hartford 
Times, is celebrating her 25th year with the paper... ‘Don’t pay 
too much attention to the men” was the advice of Mrs. Edna J. Dun- 
lop, dean of Milwaukee newspaper women, when she spoke at the 
30th anniversary meeting of the Women’s Advertising Club of 
Milwaukee, of which she was the first president. Mrs. Dunlop, at 
one time assistant city editor of the Milwaukee Journal, doesn’t like 
being called a veteran. “After all, I’m only 76,” she says... 

Gordon Webber of Benton & Bowles’ television department will 
have his first novel, “Years of Eden,” published in February by 
Little, Brown & Co... 

Leslie Bushfield, sales manager of Perfection Stove Co., Cleve- 
land, will be back, soon, from a six-week look at the markets of 
South America... Hollywood commercial photographer Tom Kelley 
has been in Mexico City making color shots of Mexican movie stars 
for national accounts... 

The 15th anniversary of the National Conference of Christians & 
Jews in Chicago will be celebrated at a professional men’s dinner 
on Dec. 14 at which one of the guests will be one of the original 
co-chairmen of the Chicago organization—Albert Lasker. General 
co-chairmen of the event are J. Hugh E. Davis, executive v. p. of 
Foote, Cone & Belding; Thomas Reynolds, a lawyer; and Joseph 
Block, vice-chairman of Inland Steel. Serving as co-chairmen of the 
advertising and graphic arts division are Marvin Mann, v.p. of 
Weiss & Geller; Stuart Sherman, president, Sherman & Marquette; 
and James T. Aubrey, president of Aubrey, Moore & Wallace... 

Joseph S. Hildreth, president of the Chilton Co., Philadelphia, who 
has been sending packages of Philadelphia scrapple to friends with 
his holiday greetings for many years, is accompanying them this 
year with an interesting little book on the product and the Pennsyl- 
vania Dutch who originated it. . . 
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OUTDOOR ADVERTISING INCORPORATED 


60 EAST 42ND STREET, NEW YORK 17, N. Y. 
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Details Set for 54 Awards to Be Made 


in April to Business Paper Advertisers 


New York, Nov. 29—Folders) industrial group will be Ernest T. 
announcing the 1951 contests for| Giles, vice-president of Ketchum, 


industrial and merchandising pa-| 


pers are being mailed this week 
to publishers and salesmen of pa- 
pers affiliated with Associated 
Business Publications. 

Closing date for entries in both 
contests is Jan. 31, 1951. Award 
presentations for the industrial 
contest are set tentatively for April 
5 in Pittsburgh, and for the mer- 
chandising contest April 19 in New 
York. 

The 1951 contests will be ABP’s 
ninth annual advertising competi- 
tion. Awards will go to those ad- 
vertisers who, in the opinion of 
the judges, made the most effec- 
tive use of their space in business 
papers during 1950. Six first prizes 
and 18 certificates of merit will 
be made in the industrial classifi- 
cation, and seven first prizes and 
21 certificates of merit will be 
given in the merchandising classi- 
fication. 


@ In the industrial group, awards 
will be made for advertising in 
each of six divisions: (1) Con- 
struction and engineering mate- 
rials; (2) primary and process 
materials; (3) fabricating parts 
and materials, containers and 
packaging supplies; (4) machinery 
and equipment; (5) operating and 
maintenance parts and materials; 
(6) institutional advertising and 
advertising of services. 

In the merchandising group. 
awards will be made for advertis- 
ing in seven divisions: (1) To in 
troduce new products or new pack- 
aging; (2) to sell product features 
and give product information; (3) 
to merchandise consumer advertis- 
ing to the trade; (4) advertising 
which makes the best use of multi- 
ple pages, three or more consecu- 
tive pages in each issue; (5) to 
link merchandise with seasonal 
promotions; (6) to describe and 
induce the dealer to use sales pro- 
motion aids; (7) advertising in- 
stitutional or general in nature, 
including sales training, endorse- 
ments, policy announcements, etc., 
and all other advertising not cov- 
ered by the preceding divisions. 

Chairman of the judges for the 
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MacLeod & Grove, Pittsburgh. The 
chairman of the judges in the mer- 
chandising group will be selected 
within the next few weeks. 


Langendort Names Rogers 


Harry Rogers, formerly adver- 
tising manager of Federal Stores, 


has been named advertising man- 
ager of Langendorf United Baker- 
ies Inc., San Francisco. He suc- 
ceeds Richard St. John, who has 
resigned. Mr. Rogers is replaced 
at Federal Stores by Armand S. 
Lever. 


To Be ‘Wastes Engineering’ 
Effective with its January, 1951, 
issue, Sewage & Industrial Wastes 
Engineering, published by Case- 
Shepperd-Mann Publishing Corp., 
New York, will change its name to 
Wastes Engineering, with a sub- 
head, Sewage and Industrial. 


Two Name Thompson Agency 
George E. S. Thompson Adver- 
tising, Oakland, Cal., has been re- 
tained to direct the advertising of 
Harlan Associates, testing labora- 
tory, and George Windeler, man- 
ufacturer of wooden tanks. 


Smith's Appoints Carson 


Ken Carson has been appointed 
art director of Smith’s, Oakland, 
Cal., department store. He was 
formerly advertising production 
manager for Macy’s, San Francis- 
co. 
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Foxbilt Names Johnson 


Foxbilt Inc., Des Moines, many. 
factur-r of mineral stock feed dig. 
infectants, has named J. Gordo, 
Johnson, formerly advertising 
manager of Vitamized Feed Co,, as 
a member of the sales promotiog 
staff. 


Appoints West-Marquis 


Lake Almanor Sales, real estate 
and resort development, has 
named the San Francisco office of 
West-Marquis to handle its adver. 
tising. 
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Davis oins ‘Family Circle’ 

R. C W. Davis has joined the 

mot on section of Family Circle, 
New ‘ork, as editor of “Inner 
Circle, a monthly bulletin for 
store managers of Family Circle’s 
distributing chains. He formerly 
was with the American Journal of 
Nursing. 


WPIX Selects Agency 


WPIX, New York, has appointed 
Hewitt, Ogilvy, Benson & Mather, 
New York, as its advertising agen- 


cy. 


CBS Names Shakespeare | 
Frank J. Shakespeare. Jr. has 
left WOR-TV, New York, to join} 
the television department of Ra-| 
dio Sales, radio-TV station repre- 
sentative division of Columbia 
Broadcasting System, New York. 


Trimingham Moves to Hoyt 


Trimingham Brothers Ltd., 
Hamilton, Bermuda, has named 
Charles W. Hoyt Co., New York, as 
its advertising agency. The account 
was formerly with Buchanan & 
Co., New York. 


*Indicates first listing in this column. 
*Dec. 8. Television Broadcasters Assn., 

clinic, Waldorf-Astoria Hotel, New York. 
Dec. 27-29. American Marketing Assn., 

winter conference, Congress Hotel, Chi- 


cago. 
*Jan. 8-11, 1951. National Retail Dry 
Goods Assn., 40th annual convention, 


Hotel Statler, New York. 
*Jan. 16-17. New York State Publishers 


| 


|of Advertising 
| Dallas. 


Assn., Hotel Statler, Buffalo. 
“Jan. 19-20, 1951. Southwestern Assn. 
Agencies, Baker Hotel, 


Jan, 22-23, 1951. Assn. of Railroad Ad- 
vertising Managers, St. Augustine, Fla. 

Jan. 22-24, 1951. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

Feb. 12-13, 1951. Inland Daily Press 
Assn., midwinter meeting, Congress Ho- 
tel, Chicago. 

Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Assn., display adver- 
tising conference, Penn Harris Hotel, Har- 
risburg. 

April 3-4, 1951. Point of Purchase Ad- 
vertising Institute, annual exhibit and 


rid’s largest single-copy circulation 


on sale at all A& P Stores 


a —o stein wees el 
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symposium on store display advertising, 
Waldorf-Astoria, New York. 

April 29-May 2, 1951. National News- 
paper Promotion Assn., annual conven- 
tion, Wardman Park Hotel, Washington, 


D. C. 

June 17-21, 1951. Advertising Assn. of 
the West, annual convention, Cosmopoli- 
tan Hotel, Denver. 

June 24-28, 1951. Assn. of Newspaper 
Classified Advertising Managers, 3lst an- 
nual convention, Mount Royal Hotel, 
Montreal, Can. 

Nov. 26-29, 1951. Financial Public Re- 
lations Assn., annual convention, Holly- 
wood Beach Hotel, Hollywood, Fla. 


McGuire Appoints Mills 

William M. Mills, formerly ac- 
count executive with McKim Ad- 
vertising, Montreal, has been ap- 
pointed manager in charge of 
eastern operations of McGuire Ad- 
vertising, Windsor, Ont. He will 
make his headquarters in Mont- 
real. 


Patterson to Retire 


William A. Patterson, advertis- 
ing manager of the Daily Times, 
Victoria, B. C., for the past 30 
years, will retire Jan. 31. He will 
be succeeded by William Erb, 
assistant advertising manager. 
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COTTON-FIBER BOND, ONION SKIN, LEDGER 


Think of the times you've criticized your 
own dictation — changed a phrase here, 
a word there . . . maybe discarded the 
entire letter and started over again. 


Yes, every business man knows the pow- 
er of mail — wants his letters right! 

The clear, white surface of cotton-fiber 
paper by Fox RIveR is an important 
part of the pay-off in any program of 
better business correspondence. In rela- 
tion to total letter expense, even our 
finest grade— 100% cotton-fiber—adds 
but trifling cost, but commands the at- 
tention of a new, crisp dollar bill. Prove 
it with your printer . . . ask for Fox 
RIVER sagples and quotation today. 

FOX RI@®R PAPER CoRP., 1125 South 


| Appleton Street, Appleton, Wisconsin. 


Look through the paper:-: 
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ONE Magazine Group 


“SPEAKS THE LANGUAGE” of 
America’s Biggest, Richest Market 


THE WAGE EARNER - 
Missed by 90% of Magazine Ad Dollars! 


Think of this—in the midst of the greatest mass market prosperity in 
world history: 


Over 90% of magazine ad dollars run in magazines that, according to the 
readership authority, Dr. Rudolph Flesch—can be read easily by less than half 
of the total adult Americans! Yes, over 90% of magazine ad dollars are spent 
in publications (weeklies, women’s service and general monthlies) that are 
“over the heads” of most of the big-earning, fast-spending wage-earner market! 


No wonder more and more advertisers are using one magazine group that is 
specifically edited for women of wage-earner families. (212 national adver- 
tisers in TRUE Story Women’s Group’s first year alone.) TSWG knows 
their tastes ... has their confidence ... gets mass sales results from 
_ America’s biggest, richest market! 


Readers spend more hard cash over retail counters 
for each issue of TRUE STORY Women’s Group 
than for any magazine, monthly or weekly! Yes, in 
October alone, customers paid almost a million 
dollars ($937,214) for this magazine 

package —71% of it across retail counters. 
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Mobilization Speedup Seen 
As World Outlook Darkens 


WASHINGTON, Nov. 30—Chinese 
aggression in Korea necessarily 
forces complete reappraisal of in- 
dustrial mobilization, for the 
week’s disastrous events show 
that U. S. mobilizers cannot count 
on a three- or four-year “period 
of grace” in which to build mili- 
tary potential. 

Speeded mobilization may call 
for an immediate stepup in stock- 


piling, which in turn might mean 


quick, sharp curtailment of con- 
sumer goods production. It is a 
painful decision because curtailed 
civilian output at this time in- 
evitably means industrial unem- 
ployment while military orders 
fan from prime to sub contractors. 

Most industries need another 
four te six months before they 
will have sufficient military work 
to keep busy. 

© 6 * 

Tuesday was the darkest day 
since Pearl Harbor. For weeks, 
Washington bent backwards to 
avoid an open break with China’s 
Reds. Then policymakers sudden- 
ly found themselves facing a 
“heads-you-win, tails-I-lose” situ- 
ation. Appeasement of Red China 
meant loss of face for the U. S. 
in the Orient; yet a Chinese war 
would leave Western Europe ex- 
posed to Russian invasion. 

x . * 

The threatening world situation 
will probably keep Congress here 
throughout December, and com- 
pletely change the legislative out- 
look. With more time on its hands, 
Congress has a better chance of 
agreeing on tax legislation. It may 
also get around to some of Presi- 
dent Truman’s “if possible” re- 
quests. There are 13 “if possibles,” 
to be considered after Congress 
completes six “must” bills. Among 
the “if possibles” are: anti-merger 
legislation, postage rate increases, 
and legislation subtracting airline 
subsidies from the postal deficit. 

- . 7 

The U. S. Savings and Loan 
League meeting here Wednesday 
talked of a 10-year “crusade for 


TIRED 


OF POOR 
RESPONSE 


Here’s a sure-fire method 
of giving Army-Air Force 
Exchange & Commissary 

Sales a “Shot in the Arm.” 


Army Times & 
Air Force Times 


2-Market Coverage 
—1I Low Cost 
DOMESTIC (U. S.) EDITIONS 
EUROPEAN EDITIONS 
PACIFIC EDITIONS 


Write for Free 34-page Market Book 
ADVERTISING OFFICES: 


NEW YORK—41 E. 42nd St.—MU 7-5552 
CHICAGO—203 N. Wabash Avenue 
WASHINGTON, D. C.—3132 M Street N.W. 
PHHLA.—R. W. McCarney—MA 7-0887 
PACIFIC COAST—Geo. D. Close, Inc. 


By STANLEY E. COHEN. Washington Editor 


home ownership” after league 
President Henry Bubb, of Topeka, 
Kan., described home ownership 
as “the most important and potent 
force for basic political conserva- 
tism that exists in the country.” 

He credited the conservative 
trend of this year’s elections to 
increased home ownership. Point- 
ing out that today’s 22,000,000 
home owners are nearly double 
those in 1940, he argued, “Home 
owners have a big stake in the 
future of America, and they will 
insist on an orderly development 
of their lives and these of their 
children. 

“They are sick of inflation, of 
public housing, of the Brannan 
Plan, of the waste of their taxes 


for a score of socialistic panaceas, 
and they don’t think it’s worth a 
war if that is what is necessary 
to promote ‘continued world pros- 
perity.’” 

7 + * 

RCA is reported ready to pull 
another rabbit out of its color TV 
hat at private demonstrations 
scheduled here next Tuesday. 
There’s a “cat-that-swallowed-the- 
canary” silence at headquarters, 
but rumor has it that RCA will 
show an improved tri-color tube. 
The demonstration is purely un- 
official. In refusing extra time for 
RCA to perfect its color system, 
FCC has taken the position that 
RCA faces “inherent” limitations. 


Educators will have a second 
week in which to press their case 
for special TV channels earmarked 
for non-commercial users. This 
week, opening witnesses told FCC 
that commercial stations find it in- 
creasingly hard to donate time and 
studio facilities for éducational 
purposes. One witness, Harriet 


Hester, of American Medical 
Assn.’s Bureau of Health Educa- 
tion, said “educators cannot rely 
indefinitely on charity of com- 
mercial stations.” Educators are 
making startling demands. They 
want 20% of all TV channels. In 
big cities they want FCC to require 
commercial broadcasters to carry 
a fixed percentage of educational 
programs. 


The annual fight over sugar pro- 
duction quotas is under way, with 
producers suggesting that the Ag- 
riculture Department fix output 
about 15% below this year’s con- 
sumption, Producers contend con- 
sumer buying was unusually high 
because of this summer’s hoarding. 
Bottlers, candy manufacturers and 
other consuming groups are ex- 
pected to suggest a production goal 
about equal to this year’s consump- 
tion. They say a lower goal would 
mean higher prices, and might be 
unsafe in view of the dangerous 
world situation. 

Producers have one big club: 
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sugar prices are low. Sugar futures 
sold in New York last week fo, 
$6.07, compared with $6.32 in 1947 
when price control ended. Ang 
contracts for March delivery ry, 
as low as $5.67. 


The Interstate Commerce Com. 
mission has proposed regulations 
to prevent bus and truck drivers 
from stealing a look at TV sets 
while on the job. ICC is okaying 
installation of sets in commercia] 
vehicles, but the screen must be 
where the driver can’t peak, and 
the controls must be beyond his 
reach. By the way: ICC opens 
hearings Tuesday on higher parce} 
post rates, sought by Postmaster 
General Jesse Donaldson. 


Has 114,686 TV Sets 


According to the San Franciseg 
Television Stations Committee, the 
San Francisco Bay Area had 114,. 
686 television sets as of Nov. 1, an 
increase of about 11% over the Oct 
1 figure. The figures are based 
upon the report of the Northern 
California Electrical Bureau. 


Cc 


It is an old Einson-Freeman custom—five or six 
years old, anyway—to knock out something strictly 
non-commercial, pressroom schedule permitting, as 
a jolly Yuletide token for valued clients, art lovers, 


Aere 


and people we know in the ad business. 


In past years, these Xmas keepsakes have run to 
full color reproductions of the works of Gordon 
Grant, Grant Wood, and Thomas Benton; with an 
occasional light touch such as the little cardboard 


angels of RCA. 
Selection of the objet d’art for the 1950 holiday 


memento developed a slight difference of opinion 
that darn near tore the joint apart. Maybe we better 
pause for station identification. 


“ 
8 * 8 
Bi 


Like Caesar’s Gaul, all Einson-Freeman is largely 
divided among three partners, not overlooking the 
other stockholders who work here! 

Joe Leigh is a man of the people with an acquired 
taste for small boat sailing and chow mein. He is in 
charge of sales, finances, and public speaking. He can = 
take Art, or leave it lay for quite long periods. 


perennius, 
in L.L.City 


OR: Art is long, but Yuletide is annual! 


culture, filet sole, a 
have to read them 
sales, finances, and 


pp 


¢ 


Al Hailparn, Harvard '24, is fond of art, physical 


nd good books when he doesn’t 
right away. He is in charge of 
not running the office. Al likes 


to go to the Museum of Modern Art! 


Larry Engel went 


out of town. At the 


to Wharton, is partial to his two 


sons and ham on rye, drives an open car the year 
‘round. He is in charge of sales, finances, and trips 


moment he is somewhat allergic 


to Art, as he was odd man in this rhubarb. 


mn EINE td 


Well, it seems that last Spring Time ran a piece 
about a ‘‘turbulent surfscape,” titled “March—North 


Atlantic,” by Frederick Judd Waugh, which had been 
voted the best liked (by almost a million people) of 


six cities, including 


a ail 
IP ie atl ig 


the 124 paintings in the Encyclopedia Britannica 
Collection shown over a five-year period in twenty- 


Pittsburgh... (Inhale!) 


Timereader Joe Leigh figured the favorite picture 
of a million people (almost) would be a sure-fire 


“March—North Atlantic” by Frederick J. Waugh. Lithograph 15 7-8"x 24” 
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Joins “ampbell-Ewald | 

Fran'. W. Townshend, formerly | 
a vice-, resident in the Detroit of-| 
fice ©° McCann-Erickson, has 
been romed by Campbell-Ewald 
Co. as 2 member of the Detroit | 
staff aid a vice-president of the 

ncy. He will assist H. G. Little, 
executive vice-president, and E. E. 
Rothman, general manager, in 
yarious account supervision activi- 


ties. 


Two Appoint McNutt Agency 


Malsvary Mfg. Co., Oakland, 
Cal., manufacturer of steam clean- 
ers, and Ransome Co., Emeryville, 
Cal. manufacturer of plumbers’ 
furnaces and torches, have ap- 
pointed George C. McNutt Adver- 
tising, Oakland, as their agency. 
Trade publications and direct mail 
will be used by both. 


CBS Promotes Marsh 


Allayn Jay Marsh, assistant 
manager of the sales department of 
CBS, New York, has been ap- 
pointed director of program sales 


NY soma 


CHECK—Proofs of color promotional material for National Cherry Week (Feb. 15-22), 
which will be available to the trade late this month, are inspected by (left to 
right) Edgerton Hart, executive secretary of the National Red Cherry Institute; 
James R. McCue, Western Advertising Agency, Chicago; William Powell, merchan- 
dising director of the institute, and Bob Gutgsell of Good Impressions Printing. 


for the radio network. In this 
capacity he will be in charge of 
the sale of Columbia’s AM pack- 


age programs. Robert H. Salk, pre- | joined the CBS network sales staff 
viously with Katz Agency, has|in New York. 


Production Costs Up, Ratings Down 


on Kids’ TV Programs, 


New York, Nov. 30—New York 
TV stations were programming 
76% hours of children’s fare, in- 
cluding network shows, as of Nov. 
1, with “competition for the mop- 
pet market slowly forcing pro- 
duction costs up and ratings 
down.” 

So concludes Wallace A. Ross 
after analyzing the kids’ video pro- 
gramming situation in his latest 
report to the industry. 

“In the case of costs, added pro- 
duction qualities—such as stars, 
more lavish story lines and setting, 
and adaptations of costlier proper- 
ties—are responsible for the rise. 
In the case of ratings, increased 
entries of merit are drawing the 
earlier favorites slowly back to the 
fold. As of now, their ratings are 
holding up, but their edge over 
the competition is fading,” Mr. 
Ross stated. 


@ The average network children’s 


“The Line Storm” by John Steuart Curry. Lithograph 15 7-8" x 24” 
EF holiday souvenir. A lot of our customers, after 
all, don’t know much about art—they just buy what 
they like. So he promptly secured reproduction rights 
from the copyright holder, Senator Bill Benton, who 
used to be an adman himself. 


Simultaneously at the same time, Al Hailparn got 
a gander at ‘“The Line Storm”’ by John Steuart Curry, 
in the Sidney Howard collection. 

“It did something to me here,”’ Al says, with a 
mid-cravat gesture. He could see ‘“The Line Storm” 
lovingly lithographed in nine or thirteen colors, as 
the practically perfect holiday handout, any year. 
And negotiated reproduction rights right away! 

A little later, Leigh remembered to tell Hailparn 
that he had selected a subject for the Xmas opus. 
Flash! ... Corporate harmony got a hotfoot! 


Hailparn said that “March—North Atlantic” was 
sullen, colorless, something only a sailor could love; 
that art was not appraisable by averages or popular 
polls; that ““The Line Storm”’ reflected the very soul 
of Mid-America. And so on. 

Leigh said “Yes but’’ and other things, in vain. 

A few days later, all our art directors and artists 
were selling Curry, and all the EF salesmen selling 
Waugh, instead of sticking to business. 

The crisis brought forth the man who ended it— 
none other than Larry Engel. He pulled his partners 
together, and proposed that a friend of his be com- 
Missioned to paint ‘Line Storm—North Atlantic,” 


A I as tll ea at ec 
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combining the best features of Waugh and Curry— 
for only five hundred bucks...No sale. 

Engel then pointed out that the firm had grown to 
prosperity because they were all three of different 
temperaments, attitudes and opinions...just like 
ham and eggs and buttered toast; or Faith, Hope and 
Charity; or Foote, Cone & Belding! And suggested 
we produce both Christmas keepsakes—Waugh rep- 
resenting the solid, Republican, business viewpoint 
of the firm; and Curry the sensitive, artistic spirit of 
EF! Everybody agreed and went out for a drink. 

If anybody ever again says that the American 
business man is a sordid soul lapped in filthy lucre 
—just kick him in the shins, with our compliments! 

STAT ee 

All of which explains why this year You Too have 
a choice of two EF Xmas keepsakes... faithful repro- 
ductions of fine art in full color. Mrs. Curry and the 
Senator say the lithographs are wonderful. We say 
they’ re wonderful... If three such testimonials aren’t 
enough, go somewhere and pay for your pictures! 

Send no money, stamps, or box tops—just write 
legibly, indicate your choice, and include your ad- 
dress, BUT—only one print to a customer, or non- 
customer. No dealers or counterfeiters...Requests 
filled in order of receipt. With our best wishes etc. 

Do you Curry or Waugh? 


Be 


EINSON-FREEMAN CO.) iwc. 


Art-until-it-hurts lithographers 
Starr & Borden Avenues, Long Island City, New York 


Ross Reports 


show costs $750 to $1,000 per 
quarter hour, according to the 
study. Half-hour dramas on Sun- 
days or before smallfry bedtime on 
weekdays take the sponsor for ap- 
proximately $6,000 per show. Most 
expensive: westerns with name 
stars. 

Typical approximate talent-pro- 
duction charges for children’s pro- 
grams (Ross-classified) : 

Gene Autry (CBS), $12,500 per 
half hour; “Hopalong Cassidy,” 
$15,000 per hour; “Lone Ranger” 
(ABC), $15,000 per half hour; 
“Super Circus” (ABC), $9,000 per 
hour; “Mr. I. Magination” (CBS), 
$5,000 per half hour; Gabby Hayes 
(NBC), $5,500 per half hour; 
“Howdy Doody” (NBC), $1,000 
per quarter hour; “Lucky Pup” 
(CBS), $1,000 per quarter hour; 
“Captain Video” (DuMont), $900 
per quarter hour; “Magic Cottage” 
(DuMont), $450 per quarter hour. 


Appoints Willoughby V. P. 


Lloyd Willoughby has been 
named vice-president and mid- 
western sales manager of New 
Hardware News Inc., publisher of 
New Hardware News, Modern 
Sporting Goods and Toy Jobber & 
Dealer. He also has been elected to 
the board of directors. Mr. Will- 
oughby, who will make his head- 
quarters in Chicago, was formerly 
vice-president and western man- 
ager of Conover-Mast Publica- 
tions. 


Oaks Joins Portland Paper 


Jim Oaks, formerly in the ad- 
vertising department of the Den- 
ver Post, has joined the retail ad- 
vertising sales staff of the Journal, 
Portland, Ore. 


Jerry Jones Joins Katz 


Jerry Jones, formeriy space 
salesman for West-Holliday Co., 
San Francisco, has joined the San 
Francisco office of Katz Agency. 


Appoints Casmir Agency 

Doelker & Muhlfeld Inc., New 
York jeweler, has appointed Cas- 
mir Advertising Co., New York, as 
its agency. 


FINE PRINTERS HAVE 
REASON T0 ASK— 


i 


If engravings are 
flat, improperly etched, and lack 
contrast, the world’s best printer 
has two strikes against him. That’s 
why so many successful printers 
always recommend G. R. Grubb 
& Co. They have complete confi- 
dence in the ability of Grubb 
craftsmen to produce really fine 
engravings . . . and printed results 
show definite proof. It will pay 
you to keep this in mind when 
planning your next printed job. 
We are always ready to help you. 


GR, GRUBB & CO, 


ENGRAVERS _ 
Artists - Photographers 


CHAMPAIGN, ILLINOIS 
PHONE 5209 


0 23 a 
tured ee 
ee ey Pe ee ima — Pere te ag to wae Des 
And Peis. i ee en 
_ 2s joa cs Seca rear eh RS a oy Sette 
M 2 sit hu SO aaa ieee aeons < Pet Nae 
y = t 2 ue ee ee é . ae Bs 
: ; = ee ce ith a Lee pes ‘ ia es 
Com- se er af a Soe 
‘ations al tens ee Paced eon 
rivers | REN, Feet 0 eeu ae p 
cee eae a. aan ees pea: tie wie repeat 
ae FO | =a oe ai 
1ercial Aim . tee as 7 
‘: a en ie 
ust be 4 ie 5 ehh ic | 
id his hale j 
naster Si 8 — ee ee J Penang eet 
: Cee as bey, ei acy Wee besa 
. q Seyi 7 ee 5 = Cees vi aa ae tg es 
“ 4 | 
| : 
nciseg | 
pe, the 
i 114, 4 
. lian 
1€ Oct, A 
based | é 
rthern | sit 
’ ee 
| so ________ | e 
; "oe oe ONL, 2 ee ee - . 
ho oe a ia i aie: sia Woes é oN , 
a * aN a a ‘ oa = # aah lal = a 
2 B FO er a be St a ' . — Fi .* ee ve a ae he 
ae en PO SS A oe - . ny ; : get pra 2 au - : 
: alas oa” an (tO a ee eee a d ms: 
4 iene chat on Me ite ert gj es, a 5 rr aa. ae aa 
. ? ap Ap ee Oe i I Rae A ee Ro ce err re oe pe ea : os eae 
BP pa ie, 8 SOs iy ae pee a ge eR es a : ee eee 
. ate eo a ce errr Sate ue mE 0 Raa.” aac : =. | Sat ae 
. “ ee hl Oe eee a me oe yee glia inset pes, ey ie, 2 i Cate ah 7 “ eee 3 a ae . ee be oi ate 
RE eee tear SRR RS PRM Ege oh ae oe at SS re Let $ eae 
Beg: ie ee Le ee Maa rae bl dae PON ee oe ogy Re Sie Se Se Rie | wae 
=e 5 Sake, ee ee yt (Sle ie See rae F< ee eG 
_ ‘ me Fa, le ce hl eli Cok hon acl Ran th leew aa a) ae i eee Pee Pe Wes ee i es y i soy 
a Se tek eee ee AN RIS ou it A tae Sie aiden es a piace 
“= (ia ara ate ts ele io) eI ng 4 | Emo fap a cae aS ol | erat rama Fai oh. Ze ea iz . os 
= 1) Ce aes gooey Perea ala ewe a ae F ie . 
ER Se rater Pe ane ok eR Se Sa Bikers =k Rs) : Ae ee a anata Bok 4 
oe ‘ie < et Pig ee ae ie ie MT py ee ‘rey st es ee Bee pe ams Cae eke eB “ 
ee se Se oe eee 2 ae as ee ee uc be ee chon ane . 
5! 4 ih Pat es SPOT RE a ate oie, ieee BRR IRE eT aS ce on ca oye. A Oe Le) Ae ae ‘ 
ee eee: iid Sane MNT ee ; i a4 a Ee ee Se Nomen ‘ 
) Be oe tay dh geo eee a ee ‘ sr, F aes hase Seas E aan he a hi Mie ase AP - i ; 
cal se ‘ae ee ke og Le en foe yaa oe eer a Rte 
’ pede ae ie eg Fee A Rae Ry a 37 ee erat meee UNE Yo . e ee ean 
n't —~ - . niall PE ee oS 33: Saas ee : eS 
ee ee a A 0A Sinmun ae ees 
of «> augue 7 : Ses he |) aes 
kes ee ih ge * —— FOO a 5 pe 
et Ae. ee - . a i een a ee eee 
~~ ee be aa TS aie 
ae : a if ies, . story A ‘ - ye eae a es: a oa) 
gn eal api ‘ii & 7 2 ; ; A te, 3) Oe < 
Si, ee tea ' + , ae att a nal a 5, _ eee HE {irate 
wo ‘ OR ae eas ne : oi of oxy vam. 4 - oe , ei? 7 me ; — SAR tes 
ie a vee + hn em file ai. 4 =~ Ks > Bin Ae 
7a 5 neg ee P ~ to . tt z A ae b “7s =, va Ps 
a SS , ¢ ‘ ne NS Ata Be 
ear a ye see allies , 4 ‘ay. At ‘ : ee ae : ; ’ mS Ioan Met, Nee 
ips “> ~ alee te is ——_-» ~ a ’ ¥. a v ca ses 
i. “Ze « rf ~~ “ez ie G » (7 © | 
a By “4 aed i aes : : ities ia Pt. eee A ~ % 
gic vio ‘a a é en me ae ns —  * — i 
———— le — ew ee " ie 
ee | - it : — ae Des Bee 
4 \ i ie fir _ We oe 7 . x 7 
=? 2 ae : * ee, oo My v ys ee 
' M : M8 34 : — Nes) 
ece e 
‘ 
- | 
rth ae PO ° 
een - 
4 
; Ge Me 
of i ss “al mm " 
A : Ficex. - : 
Ica i 1 es ; ' 
] ' > 
ty- ‘ ae 4 \ “ Z i 
{ a: & = Yr : 
ie “wt ties: se ¥ i, 
ure bse rc Sa Soe ‘lo 4 al 
7 as we \ re re AEE 04 A oad = cee, ier 
re eo as aii a } a Hae Jat 
<f Te * xe 
\ - y Peas Sasa 23 Cx 7 z 
. + eee agee pa yf “| 
2 <a 
4 \ r — : a 
. Making | 
; x 7! a 
The Engravil gs. — 
os ge 
: 
peas © mes Ce ee i iia iat atu Es aol SN RR ee ST aren ee ne ad 
ci mi a Sa ra ee eee) Wh ee nr ee Ee ke Gr oe ee Pisoni ey sig oh aA abs BAA At ie as fate Cea ees on 
nae See ee eee a ee pe ere ee af ee : a AIS : 
q . : FS a a ys Je S Sie : Saket 


24 


NEw York, Nov. 30—“There are 
too many reds on the airways for 
national security” and the broad- 
casting industry itself should in- 
vestigate the matter, according to 
Louis F. Budenz of Fordham Uni- 
versity. 

Writing in American Legion 
Magazine’s December issue, Mr. 
Budenz says that when he was a 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Beoklet No. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Booklet Ne. 50 ““Maga- 
zine Clippings Aid Business’ tells 
how the service is used by business 
organizations and their agencies. 


BACON’S CLIPPING BUREAU 


Business Papers @ Farm Publications 


Consumer Magazines 
343 So. Dearborn St., Chicago 4 


Many Reds Active in Broadcasting: Budenz 


member of the Communist party 
in 1943 (he quit in October, 1945) 
a commission was formed to ex- 
pand communist influence in radio. 
| The effort, he declares, seems to} 
have been successful, although he | 
lists no persons by name as bona 
fide Communist party members. 

| An unnamed party member of the 
Office of War Information, ac- 
cording to Mr. Budenz, was the 
voice of the commission and his 
articles in the Daily Worker 
“played up” radio writer Norman 
, Corwin. The latter, the article says, 
| has worked closely with Earl Rob- 
/inson, who has written in honor 
of Communist leader Earl Browder, 
and Corwin “has recently made a 
big effort to get a nationwide | 
hookup to air a plea for freeing | 
the ten red Hollywood writers.” 


es Mr. Budenz writes that another 
unnamed writer “through red aid 


has grown to be one of the promi- 
nent script writers.” Also, he says, | 
|news commentator William S.| 


PLAN CANADIAN BRANCH—Russell Woodward (seated, center) of Free & Peters, 
New -York, and executive vice-president of the National Association of Radio Sta- 
tion Representatives, met these Canadian station men in Toronto to make plans for 
a Canadian branch of the NARSR. Standing are Horace N. Stovin; Andy McDermott, 
sales manager of the Stovin organization; and John Tregale, manager, time scles 
division, All-Canada Radio Facilities. Seated: Stu McKay, assistant general manager, 
All-Canada Radio Facilities; Norm Brown, manager, Radio Sales Ltd.; Mr. Woodward; 
C. W. Wright and J. L. Alexander, who head companies under their own names. 


Gailmore, “identified as a member| “was more than ‘a friend’” of 
of the Communist party,” was once| Communists, according to Mr. 
sponsored by Electronics Corp.,| Budenz. 

whose president, Samuel Novick, Also, newscasters Sidney Rogers 


.. and there are no missing links in 


“No Chain is stronger 
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Donnelley produced “Mail Sales Plan! 


ness in any one 


There is no substitute for experience! And experi- 
ence has shown there are basic links that must be 
welded together to form the complete “‘chain”’ of 
a successful Dealer Help Mail Sales Plan. Weak- 


of these links can destroy the 


effectiveness of the entire plan! Here at Donnelleys 


we are only too 


you are assured 


aware of these important facts. 


With a Donnelley prepared Mail Sales Plan, 


of a systematic program that 


welds all the vital links shown above into a pro- 


ductive sales aid—a plan coordinated with your 


other merchandising activities to further stimulate 


the sales of your 


dealer organization. 


With the Donnelley produced plan, you and 
your dealers are assured of the greatest value per 
advertising dollar spent. Donnelley experts follow 
your program from its planning and creation to 
the final placing of your mail in the hands of pros- 
pects. Every step is carefully supervised! . . . no 
link is overlooked! 


350 E.22nd ST. 


For the complete story of how Donnelley can 
help you get better results from your Dealer Help 
Direct Mail, call or write your nearest Donnelley 
office. 


*Direct Mail for local dealers, sponsored by major 
suppliers. 


OTHER DONNELLEY SERVICES INCLUDE: 


*® Couponing-by-Mail—an “Occupant List” of 
over 35 million addresses, 98.4% accurate! Plus 
complete addressing and mailing service. 


® Contest Planning and Judging—supported 
by years of experience in handling the nation’s 
largest contests. 


© Mail-Away Premium Service—executed by 
an expert staff, geared to handle large volumes, 
quickly and efficiently. 


® Selective Market Mailings—proved by ex- 
haustive tests, national, regional, and local 
campaigns. 


_ THE REUBEN H. DONNELLEY CORPORATION — 


305 E. 45th ST. 
NEW YORK 17, N. 


727 VENICE BLVD. 
LOS ANGELES 15, CALIF. 


Advertising Age, December 4, 1959 


and Arthur Gaeth voiced the “pags 
ty line” for CIO unions, Mr. ByJ 
denz reports. 

“The red commission,” the 
writer says, “felt emboldened jg 
its work in its understanding tha 
it had at least two friends on the 
Federal Communications Commis. 
sion. They were the chairman, 
James L. Fly, whom the Daily 
Worker praised generously, and 
Clifford J. Durr, now vice-presj- 
dent of the Communist front, the 
National Lawyers Guild, and active 
in other red-initiated organiza. 
tions.” 

Communists succeeded “in gets 
ting a lot of time, particularly on 
local stations,” by demanding 
time to answer anti-communist 
statements, according to Mr. Bus 
denz. He says, however, that “the 
leaders of the industry should not 
be blamed too much for the red 
infiltration of broadcasting. Ine 
deed, they too were victimized, 
However, there is no denying the 
fact that many of them have been 
lax in trying to purge their staffg 
of commies and red stooges.” 


Admen Urged to 
Read Constitution 


Cuicaco, Nov. 28—“...that all 
men are created equal, they are 
endowed by their Creator with 
certain unalienable rights, that 
among these are life, liberty and 
the pursuit of happiness.” 

In this stirring passage from the 
Declaration of Independence the 
advertiser will find a compressed 
but complete definition of his mis- 
sion, according to Herb Graffis, 
columnist for the Chicago Sun- 
Times and co-publisher of Golf- 
dom. Every great piece of copy 
ever turned out, he told Chi- 
cago Post 170, American Legion, 
concedes that the audience is arbi- 
ter of its own destiny and merely 
attempts to identify the pursuit 
of happiness with the product be- 
ing advertised. 

Speaking in language more pic- 
turesque than is usually found in 
periodicals of general circulation, 
Mr. Graffis told the advertising 
men that the great wonder of the 
almost 175 years which have 
elapsed since the decision of the 
states was penned, is that such an 
immortal document could have 
survived group criticism and 
emerged with all of its original 
clarity. In this fact, he sees hope 
for the advertiser-agency relation- 
ship as it is constituted today. 


Hormel Signs With NBC 


George A. Hormel & Co., Austin, 
Minn., meat products, has signed 
for a 40-station National Broad- 
casting Co. network for broad- 
cast of the “Music with the Hor- 
mel Girls” program, starting Dee 
3, 3-3:30 p.m., EST. A repeat 
broadcast for West Coast stations 
will be put on at 4:30 p.m. The 
program, which is performed fof 
theater audiences across the coun 
try each week, will be tape re 
corded for presentation on NBC. 
Batten, Barton, Durstine & OS 
born, Minneapolis, is the agency, 
The show also will continue to bé 
broadcast on another network. 


Miami Has 45,000 TV Sets 


The estimated number of tele- 
vision sets installed in WTVJSam 
Miami, coverage area is 45,000 sets 
as of Dec. 1. Of this total, 3,830 
are located in public places. Thes¢ 
figures are based on continuing 
distributor surveys conducted @ 
the greater Miami area by th@ 
radio and television department of 
the University of Miami. Adjusted 
estimates for communities beyon@ 
the survey limits a-e added to tig 
university’s figures. 


Appoints Melamed-Hobbs 


J. E. Siebel Sons’ Co., Chicag@ 
consulting chemist and industf 
engineer to the fermentation 1% 
dustries, has appointed Melam 
Hobbs Inc., Chicago, as its agency™ 
and as agency for its subsidiarie® 
Economic Materials Co. and Sie 


Institute of Technolegy. 
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Many Reds Active in Broadcasting: Budenz 


New York, Nov. 30—“There are 
too many reds on the airways for 
national security” and the broad- 
casting industry itself should in- 
vestigate the matter, according to 
Louis F. Budenz of Fordham Uni- 
versity. 

Writing in American Legion 
Magazine’s December issue, Mr. 
Budenz says that when he was a 


Here's What We Read! 


If you want full information about 
our coverage drop us a line asking for 
our Booklet No. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Booklet Ne. 50 “Maga- . 
zine Clippings Aid Business” tells 
how the service is used by business 
organizations and their agencies. 


BACON’S CLIPPING BUREAU 
Business Papers @ Farm Publications 
Consumer Magar 


343 So. Dearborn’ St. 


Chicago 4 


member of the Communist party 
in 1943 (he quit in October, 1945) 
| a commission was formed to ex- 
pand communist influence in radio. 
| The effort, he declares, seems to 
have been successful, although he 
lists no persons by name as bona 
fide Communist party members. 
An unnamed party member of the 
Office of War Information, ac- 
cording to Mr. Budenz, was the 
voice of the commission and his 
articles in the Daily Worker 
“played up” radio writer Norman 
Corwin. The latter, the article says, 
has worked closely with Earl Rob- 
inson, who has written in honor 
of Communist leader Earl Browder, 
and Corwin “has recently made a 
| big effort to get a nationwide 
hookup to air a plea for freeing 
the ten red Hollywood writers.” 


+ . Budenz writes that another 
unnamed writer “through red aid 
has grown to be one of the promi- 


nent script writers.” Also, he says, | 
;news commentator William S.) 


PLAN CANADIAN BRANCH—Russell Woodward (seated, center) of Free & Peters, 
New York, and executive vice-president of the National Association of Radio Sta- 
tion Representatives, met these Canadian station men in Toronto to make plans for 
a Canadian branch of the NARSR. Standing are Horace N. Stovin; Andy McDermott, 
sales manager of the Stovin organization; and John Tregale, manager, time sales 
division, All-Canada Radio Facilities. Seated: Stu McKay, assistant general manager, 
All-Canada Radio Facilities; Norm Brown, manager, Radio Sales Ltd.; Mr. Woodward; 
C. W. Wright and J. L. Alexander, who head companies under their own names. 


Gailmore, “identified as a member| “was more than ‘a friend’” of 
of the Communist party,” was once| Communists, according to Mr. 
sponsored by Electronics Corp.,| Budenz. 

whose president, Samuel Novick, Also, newscasters Sidney Rogers 


.. and there are no missing links in a 
Donnelley produced “Mail Sales Plan! 


There is no substitute for experience! And experi- 
ence has shown there are basic links that must be 
welded together to form the complete “chain” of 
a successful Dealer Help Mail Sales Plan. Weak- 


ness in any one 


of these links can destroy the 


effectiveness of the entire plan! Here at Donnelleys 


we are only too 


aware of these important facts. 


With a Donnelley prepared Mail Sales Plan, 


you are assured 


of a systematic program that 


welds all the vital links shown above into a pro- 
ductive sales aid—a plan coordinated with your 
other merchandising activities to further stimulate 


the sales of your 


dealer organization. 


With the Donnelley produced plan, you and 
your dealers are assured of the greatest value per 
advertising dollar spent. Donnelley experts follow 
your program from its planning and creation to 
the final placing of your mail in the hands of pros- 
pects. Every step is carefully supervised! . . . no 
link is overlooked! 


THE REUBEN H. DONNELLEY CORPORATION. 


305 E. 45th ST... 
NEW YORK 17, NY. 


350 E.22nd ST. 


CHICAGO 16, ILL 


“No Chain is stronger 
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than its weakest lin 


For the complete story of how Donnelley can 
help you get better results from your Dealer Help 
Direct Mail, call or write your nearest Donnelley 
office. 


*Direct Mail for local dealers, sponsored by major 
suppliers. 


OTHER DONNELLEY SERVICES INCLUDE: 


* Couponing-by-Mail—an “Occupant List” of 
over 35 million addresses, 98.4% accurate! Plus 
complete addressing and mailing service. 


® Contest Planning and Judging—supported 
by years of experience in handling the nation’s 
largest contests. 


® Mail-Away Premium Service—executed by 
an expert staff, geared to handle large volumes, 
quickly and efficiently. 


® Selective Market Mailings—proved by ex- 
haustive tests, national, regional, and local 
campaigns. 


727 VENICE BLVD. 
LOS ANGELES 15, CALIF. — 
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and Arthur Gaeth voiced the “nagi 
ty line” for CIO unions, Mr. By. 
denz reports. 

“The red commission,” the 
writer says, “felt emboldened ijn 
its work in its understanding that 
it had at least two friends on the 
Federal Communications Commis. 
sion. They were the chairman, 
James L. Fly, whom the Daily 
Worker praised generously, and 
Clifford J. Durr, now vice-presi- 
dent of the Communist front, the 
National Lawyers Guild, and active 
in other red-initiated organiza. 
tions.” 

Communists succeeded “in get. 
ting a lot of time, particularly on 
local stations,” by demanding 
time to answer anti-communist 
statements, according to Mr. Bu- 
denz. He says, however, that “the 
leaders of the industry should not 
be blamed too much for the red 
infiltration of broadcasting. In- 
deed, they too were victimized, 
However, there is no denying the 
fact that many of them have been 
lax in trying to purge their staffs 
of commies and red stooges.” 


Admen Urged to 
Read Constitution 


CuicaGo, Nov. 28—“...that all 
men are created equal, they are 
endowed by their Creator with 
certain unalienable rights, that 
among these are life, liberty and 
the pursuit of happiness.” 

In this stirring passage from the 
Declaration of Independence the 
advertiser will find a compressed 
but complete definition of his mis- 
sion, according to Herb Graffis, 
columnist for the Chicago Sun- 
Times and co-publisher of Golf- 
dom. Every great piece of copy 
ever turned out, he told Chi- 
cago Post 170, American Legion, 
concedes that the audience is arbi- 
ter of its own destiny and merely 
attempts to identify the pursuit 
of happiness with the product be- 
ing advertised. 

Speaking in language more pic- 
turesque than is usually found in 
periodicals of general circulation, 
Mr. Graffis told the advertising 
men that the great wonder of the 
almost 175 years which have 
elapsed since the decision of the 
states was penned, is that such an 
immortal document could have 
survived group criticism and 
emerged with all of its original 
clarity. In this fact, he sees hope 
for the advertiser-agency relation- 
ship as it is constituted today. 


Hormel Signs With NBC 


George A. Hormel & Co., Austin, 
Minn., meat products, has signed 
for a 40-station National Broad- 
casting Co. network for broad- 
cast of the “Music with the Hor- 
mel Girls” program, starting Dec. 
3, 3-3:30 p.m., EST. A_ repeat 
broadcast for West Coast stations 
will be put on at 4:30 p.m. The 
program, which is performed for 


theater audiences across the coun- 


try each week, will be tape re- 
corded for presentation on NBC. 
Batten, Barton, Durstine & Os- 
born, Minneapolis, is the agency. 
The show also will continue to be 
broadcast on another network. 


Miami Has 45,000 TV Sets 


The estimated number of tele- 
vision sets installed in WTVJ's, 
Miami, coverage area is 45,000 sets 
as of Dec. 1. Of this total, 3,831 
are located in public places. These 
figures are based on continuing 
distributor surveys conducted in 
the greater Miami area by the 
radio and television department of 
the University of Miami. Adjusted 
estimates for communities beyond 
the survey limits a-e added to the 
university’s figures. 


Appoints Melamed-Hobbs 


J. E. Siebel Sons’ Co., Chicago, 
consulting chemist and indust?! 
engineer to the fermentation M- 
dustries, has appointed Melamed- 
Hobbs Inc., Chicago, as its agency, 
and as agency for its subsidiaries, 
Economic Materials Co. and Sie 
Institute of Technolegy. 
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EXPANDS—The Mail Mart, a feature de- 
veloped by Small & Gautreaux Advertis- 
ing Agency, Oakland, Cal., for small- 
budget mail order advertisers (AA, April 
3), is appearing weekly in Pictorial 
Review's Pacific Coast group of Hearst 
newspapers, starting Nov. 26. Plans call 
for expansion, later, into Pictorial Re- 
view’s coast-to-coast group. | 


Treat Politicians 
Like Others: NAB 


WASHINGTON, Nov. 28—Directors 
of the National Assn. of Broad- 
casters have urged broadcasters to 
“reconsider” any sales. policy 
which requires that political candi- 
dates pay premium rates for time. 

Directors said it is a general 
policy in the industry to charge 
published general business rates 
for time sold for political purposes, 
but that some broadcasters have 
not followed this policy. 

“It is the view of the NAB board 
of directors that a practice of 
charging higher rates works an 
undue hardship upon public spirit- 
ed citizens who stand for election 
to public office,” the NAB board 
said. 

The resolution was adopted fol- 
lowing a complaint from Rep. 
Mike Mansfield (D., Okla.), chair- 
man of the House’s special com- 
mittee to investigate campaign ex- 
penditures. 

“My own view,” NAB President 
Justin Miller wrote to Rep. Mans- 
field, “is in accord with that ex- 
pressed in this resolution.” 


Food Editors Compile Book 


The American Assn. of News- 
paper Representatives has pub- 
lished “Coast to Coast Cookery,” 
which contains contributions from 
70 food editors representing news- 
papers from coast to coast. The 
book is divided into seven sections: 
New England states; New York 
City and New York state; eastern 
states and Washington; Chicago 
and environs; Middle West; South- 
east, South and Southwest, and 
Pacific Coast and western states. 


TEST 


Metropolitan 


NEW 


PEANUTS 


: Send or call for the complete bulletin 
Metropolitan New York Test Market #1” 
Study the facts and you will find you can 
Ni a i segment of Metropolitan 
ew York, by testing BAYO . for 
only 9 cents a line... Just peanuts com- 
with any other media gi the 
complete, concentrated coverage o 


THE BAYONNE TIMES 
Bayonne cannot be sold from the outside” 
; NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Medison Ave.,M.Y. © 435€. Michigan Ave., Chicage 


Joins ‘American Weekly’ 


John C. Nettles, formerly mail 
order space salesman with the 
New York Herald Tribune and the 
New York World-Telegram & Sun, 
has joined the classified sales staff 
of ng American Weekly, New 
York. 


To Guild, Bascom & Bontfigli 

Estelle Buscall, formerly with 
Wank & Wank, San Francisco, has 
been named production manager 
of Guild, Bascom & Bonfigli, San 
Francisco agency. 


Becomes ‘That Circus Man’ 
“Big Top,” a five-minute TV 


To Russell, Harris & Wood 
Arthur Murray Studios of San 


show starring Al Priddy, lecturer! Francisco, Oakland and San Diego, 
and circus man, and produced by| have appointed Russell, Harris & 
J. H. Sutter Productions, Ocono-| Wood, San Francisco, to direct the 


mowoc, Wis. (AA, Nov. 20), has 
a its name to “That Circus 
an.” 


WRNY Appoints Huff 
William E. Huff has resigned 
from the commercial sales staff of 
WONS, Hartford, to become sta- 
_" manager of WRNY, Rochester, 
m2 


advertising. The studios also have 
named DiMarco von Loewenfeldt 
to handle public relations. 


FC&B Adds Robert White 


Robert B. White has joined the 
research department of Foote, 
Cone & Belding, San Francisco. He 
formerly was with the San Fran- 
cisco office of McCann-Erickson. 
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Names Brisacher, Wheeler 


Brisacher, Wheeler & Staff, San 
Francisco, has been named to han- 
dle the advertising of the Northern 
California Kaiser-Frazer Dealers 
Assn. The agency also has an- 
nounced the resignation of Robert 
Van Norden as account executive. 


Tombras Appoints Fox 


James R. Fox, formerly with 
Nelson Chesman Co., Chattanooga, 
has been appointed an account ex- 


ecutive of Charles Tombras & As- | 


sociates, Knoxville, Tenn. 


DRUGS 


TOOTH PASTE 


COSMETICS 


CREAY 


ANOTHER reason to “think twice about Tacoma"! For 
Tacoma-Pierce County drug sales are now over six 
million dollars a year— more than three times the 
1939 figure. 
thorough coverage — the kind delivered _only by the 


dominant News Tribune. 


FACE 


Give this compact metropolitan market . 


oing Up e ) 
More Than $6 Million 


---up 207% over 1939 


LIPSTICK: 


metropolitan 


papers. “Outside” 


coveragel 


In the rich Tacoma market, 
the News Tribune's 70,500 
circulation 


overshadows all other daily 


deliver less than half the 


recognized bare minimum 


Only The News Tribune Covers Growing Tacoma 


dailies 


The 7 0 MA 


News Tribune 


80,141 Circulation, A.B.C. 


Let Sawyer-Ferguson-Walker give 
you the complete facts about 
your Tacoma opportunity. 
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BBDO Won over 21 Other Agencies That 
Bid for N. Y. Stock Exchange Account 


New York, Nov. 29—Twenty- 
| two advertising agencies solicited 
+ the account of the New York Stock 
Exchange following Gardner Ad- 
vertising Co.’s resignation of the 
account last September after hav- 
ing serviced it for the past five 
years. Batten, Barton, Durstine & 
Osborn was appointed to handle 
the account about ten days ago 
(AA, Nov. 20). 

The procedure followed in se- 
lecting a new agency was ex- 
plained to AA today by a rep- 
resentative of the exchange with 
the understanding that his name 
would not be used. 

Following Gardner’s resignation 
of the account, the advisory com- 
mittee on public relations of the 
exchange received letters from 
agencies and individuals request- 
_ ing consideration as applicants for 

the account. 

i The five-man committee made 
appointments with every agency 
that made a solicitation. All meet- 
' ings of the committee with agency 
representatives were held at the 
Stock Exchange office. No elabor- 
ate presentations were made, AA 
was told. Virtually all of the 
solicitations were oral. In a few 
instances, the committee requested 
written outlines, but these did not 
exceed five or six cases. 


= Members of the committee ap- 
proached the problem with open 
minds. Instead of preparing ques- 
tionnaires or setting up specifica- 
tions that had to be met by ap- 
plicants, the committee just sat 
back and let the agency men sell 
the exchange a bill of goods. When 
a presentation had been concluded, 
members of the committee asked 
questions based on the presenta- 
tion and on their own experiences 
with financial advertising. 

The meetings were held as 
frequently as convenient for mem- 
bers of the committee and the 
agencies involved throughout Oc- 
tober and the first three weeks of 
November. In three instances only, 
second meetings were held. 

While the exchange has no 
definite advertising budget as yet 
for 1951, it is understood that it 
probably will be about $500,000. 
During 1950, the exchange invested 
a total of $425,000 in advertising. 


mw The advertising budget is ap- 


_ BUYING POWER. IN. 
"WINSTON-SALEM 


"LOOK AT THE EVIDENCE 


WINSTON SALEM 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 


t 


TWIN CITY 


propriated annually from income 
by the board of governors of the 
exchange, which is a non-profit 
corporation. Its revenue is de- 
rived from membership dues, reg- 
istration and application fees, tick- 
er and quotation services, stock 
clearing fees, rentals and similar 
sources. 

Members of the advisory com- 


mittee on public relations, all of 
whom are members of the board 
of governors, are Harold W. Scott, 
chairman; Hugh Baker, T. Jer- 
rold Bryce, H. Van Brunt McKee- 
ver and Homer A. Vilas. C. McCoy, 
assistant vice-president of the 
exchange, is a member ex officio. 


John Crain Joins Army 

John E. Crain, an account execu- 
tive of Colman Co., San Francisco, 
has entered active duty with the 
U. S. Army as a captain. He is 
stationed at Fort Lewis, Wash. 


Ford of Canada Names Three 

E. Murray Tevlin, formerly man- 
ager of the information depart- 
ment of the Canadian Chamber of 
Commerce, has joined the public 
relations division of Ford Motor 
Co. of Canada, Windsor, as man- 
ager of the newly created research 
and information department. Wil- 
liam J. Ellis, information manager 
of Ford, has been made head of 
the new publications department. 
Robert S. Parker has been named 
head of the guest relations de- 
partment. 
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Names William Allison 

William Allison, formerly arti. 
cles editor of Redbook, has been 
named an account executive in the 
public relations department of 
Ketchum, MacLeod & Grove, Pitts- 
burgh. 


Bowser Appoints Two 

J. J. Garry, Ontario district 
manager of S. F. Bowser Co., Ham. 
ilton, Ont., gas and oil equipment, 
has been appointed general sales 
manager. Fred Beldham has been 
named to succeed Mr. Garry. 
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Pontiac Announces 
Models Dec. 11 in 
4,000 Newspapers 


Detroit, Nov. 28—Pontiac Mo- 
tor division of General Motors 
Corp. will announce its 1951 silver 
anniversary models with its great- 
est and most diversified advertis- 
ing campaign, according to Harry 
J. Klingler, general manager. 

Newspapers again will form the 


ee 


backbone of the Pontiac announce- 
ment campaign with large adver- 
tisements, in many instances full 
pages, in 4,000 daily and weekly 
newspapers on or about Dec. 11. 
These will be followed by more 
large, semi-announcement type 
ads. 

Spreads and page announcement 
ads will appear in Collier’s, Coun- 
try Gentleman, Field & Stream, 
Holiday, Life, The New Yorker, 
Newsweek, Outdoor Life, Progres- 
sive Farmer, The Saturday Eve- 


ning Post, Sports Afield, Success- 
ful Farming, Time and U. S. News 
& World Report. 


ws Radio spots will be aired five 
times daily over 1,125 stations, 
and 96 television stations will 
carry an average of three spots 
daily during the same period. 
Radio and TV spots, so success- 
ful for Pontiac last year, again 
will feature famous personalities, 
commentators, actresses and news 
analysts, including John Daly, 


John Kennedy, Kyle MacDonnell, 
Arlene Francis, Leland Stowe, 
Harry Conover, John W. Vander- 
cook, Wilbur Shaw and John Cam- 
eron Swayze. 

An announcement poster, 
“Twenty-fifth year—more beauti- 
ful than ever,” will appear on 14,- 
000 outdoor panels. 


Carter Named Manager 
in WAAM (TV) Shitt 


Kenneth L. Carter, formerly lo- 
cal sales manager, has been named 


TOP FARM FAMILIES 


proof Recent Independent Survey proves 


extremely high through-the-book readership of ads, in the lowa Farm 
and Home Register, just as it did for articles of practical farming help. For 
‘example: 4 of the 10 top ranking ads by men were in the first half of the 
issue. By women: 5 were in the front and 5 in the back. 
Top ad readership for men was 73%—for women 76%. 


Big ads ... little ads .. . ads everywhere in the 
magazine—get top reader attention in the lowa 
Farm and Home Register. 

Many reasons for it. Sunday delivery of the 
Iowa Farm and Home Register (the most 
leisure-time day of the week) allows busy Iowa 
families more time for ad reading. Its clear, 
crisp, picture-style articles make ads show up 


Your ads are BEST READ in 


Reaches MORE rural lowa families 


than any other farm magazine or newspaper. 


/ Represented by: 
Osborn, Scolaro, Meeker and Scott 


New York, Chicago, Detroit, Philadelphia 


Doyle & Hawley 
Los Angeles, San Francisco 


better, work harder. 


@ 


In richest rural Iowa, in 253,000 rural Iowa 


See the proof of high ad readership. Examine the results 
of the new survey measuring reader interest, attitudes, 
and habits of the lowa Farm and Home Register. 


homes, only the Iowa Farm and Home Register 
gives you greater ad readership the day families 
gather and read and make buying plans—Sunday. 
Delivered first Sunday monthly, twice in August, 
as a part of the Des Moines Sunday Register— 
total circulation 540,000, 
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general manager of WAAM, Balti- 
more, replacing Norman ¢. Kal, 
who moves up to the office of 
executive vice-president. Latter 
position was vacated by Samuel 
Carliner, who sold his stock in the 
video station and resigned from the 
board of directors and the vice- 
presidency. 

Armand Grant, commercial 
manager, has been appointed as- 
sistant general manager in charge 
of sales. 


KFAB Promotes Nancy Condon 
Nancy Condon has been named 
women’s program. director of 
KFAB, Omaha, succeeding Kay 
Wilkins, who recently resigned to 
join Perfex Co. Mrs. Condon joined 
KFAB in 1946 in the research de- 
partment and has since served all 
phases of the station operation. 


Walsh to Lennen & Mitchell 


William F. Walsh, formerly 
merchandising consultant with 
Buchanan & Co., New York, has 
joined Lennen & Mitchell, New 
York, as account executive. Prior 
to joining Buchanan, Mr. Walsh 
was with the Esso Co. 


sayunos ay} fo sapis y10q | 
syjas jnfumveg asnoyy 


Standing on your head 
to make sales these days? 


Does Regulation W spell woe for 
your product ? Put your brand name 
across to America’s 600,000 blue- 
ribbon families...and the retailers 
who sell them. You reach them all, 
and makea lasting impression, when 
you advertise in House BEAUTIFUL. 


Consumer readership of HousE 
BEAUTIFUL runs better than 2,700,- 
000* persons every month... a siz- 
able audience for your product 
story. At least 90,000 of House 
BEAUTIFUL’s regular readers be- 
long to families earning more than 
$25,000 a year. All of them want 
to better their homes... better their 
living. Otherwise, they wouldn’t be 
reading House BEAUTIFUL. 


House BeauTiFuL has more sub- 
scribers among persons in retail 
trades than any other consumer 
magazine. 50,000 of them.They keep 
tabs on what their best customers 
will be asking for by reading the 
magazine that most influences their 
best customers’ tastes and expendi- 
tures. 


There’s no point in standing on your 
head to make sales these days. Not 
when it’s so easy to advertise in 


House Beautiful 
the magazine that sells | 
both sides of the counter 


*Based on 4.5 readers per copy, established by pub- 
lisher’s surveys; and an average estimated circula- | 
tion during the first six months of 1951 of 600,000, j 
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Transportation Advertising from 1940 to 
1948 Studied in New Book by James Lackey 


Boston, Nov. 28—The ability of 
advertisers to take advantage of 
transportation advertising to reach 
the large audience of transit users 
depends upon the operating rela- 
tionship of transportation adver- 
tising operators and the transit 
companies. 

To this relationship, James Ben- 
ton Lackey Jr., a former executive 
of Advertising Engineering Serv- 
ice Co., New York, devotes the 
bulk of his book, “Transportation 
Advertising, 1940-1948,” published 
by Harvard Business School, Divi- 
sion of Research, Soldiers Field, 
Boston ($4). 

The study, which is an abridg- 
ment of a doctor’s thesis, is divided 
into four main parts: (1) organi- 
zational elements of the industry 
(the environment of the product) ; 
(2) the medium, its audience and 
its advertisers (the product); (3) 
operations—industry policies and 
procedures (producing the prod- 
uct); and (4) an over-all evalua- 
tion of the present status and 
future possibilities of the industry. 


= Although the book is primarily 
concerned with the period from 
1940 to 1948, attention is given to 
the historical development of the 
transit industry and transportation 
advertising, plus some background 
on the Barron G. Collier organiza- 
tion with which “for approximate- 
ly 50 years ‘car card advertising’ 
was virtually synonymous.” 

The author discusses in detail 
steps which have been taken by 
the industry since 1940 to estab- 
lish the authenticity of its audience 
circulation figures and to demon- 
strate the quality of that audience. 
The book presents summary tables 
and analyzes the findings of the 
Continuing Study of Transporta- 
tion Advertising for 13 cities cov- 
ered to October, 1948. 

Also tabulated and analyzed are 
data on actual use by national and 
local advertisers. Dr. Lackey con- 
cludes that advertisers and agen- 
cies may object to the administra- 
tive complications involved in 
using transportation advertising, 
but feels that a fair amount of the 
difficulty may arise from lack of 
familiarity with the medium. 


ws The author examines at length 
the elements of carding and how 
this operation is affected by trans- 
it company operations and the re- 
sulting demands upon administra- 
tion and control. Also covered are 
car card specialties, traveling dis- 
plays and transit radio, as well as 
the problems of sales administra- 
tion, forms of sale contracts, rates, 
industry sale policies, the function 
of national representation, prob- 
lems of card production and coop- 
erative advertising. 

Dr. Lackey makes the following 
suggestions for broadening the 
market for transportation adver- 
tising: (a) improved data on cov- 
erage and use of the medium; (b) 
standardization, and (c) promo- 
tion. 

The problem of demonstrating to 
the transit industry that it is 
securing a fair re.urn for its fran- 
chises is a ditiicult one, he con- 
cludes, but it is by no means im- 
possible according to the sugges- 
tions he reports from his research 
and the improvements made in 
the medium since 1940. 


PENS SALES BOOK ON 
HOTELS, RESTAURANTS 

New York, Nov. 28—Ahrens 
Publishing Co. has published 
“Profits Through Promotion,” by 
C. De Witt Coffman, president of 
C. De Witt Coffman Organization, 
sales consultant, which should 
prove a useful guide to building 
sales volume for hotels and res- 
taurants. 
The book outlines tested and 


a 


proved principles in the various 
media of business promotion and 
gives practical examples of the 
application of these principles. Al- 
so presented are sales procedures 
designed to induce guests to re- 
turn. Chapters on advertising in- 
clude display, outdoor, direct mail, 
radio and television. 

An appendix contains illustra- 


tions of small-space ads, plus ex- 
amples of specialized services 
including banquet promotions, 
convention solicitations and indi- 
vidual guest publicity. The price is 
$5. 


COLODZIN, KAUFMAN 
PEN TV CAREER BOOK 

New York, Nov. 28—Robert S. 
Colodzin, television director of 
Manhattan Advertising, New York 
agency, and William I. Kaufman, 
casting director at NBC, are co- 


authors of “Your Career in Tele- 
vision,” recently published by 
Merlin Press ($3.50). 

Written in a simple, concise 
Style, the book is largely a primer 
on television jobs, from program 
and production director to light 
man and boom operator. Mention 
also is made of television’s future 
possibilities, including military 
uses, business and industrial ap- 
plications, international television, 
and intra-store television. 

The book contains halftone il- 
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lustrations of various activities 
connected with TV, and is pref. 
aced by David Sarnoff, RCA board 
chairman. 


Acquires Yawman & Erbe 

Ralph Robinson, president of 
Precision Metal Workers, Chicago, 
Pressed Metal Corp., Chicago, 
and Milwaukee Stamping Co., Mil. 
waukee, has acquired controlling 
ownership in Yawman & Erbe Mfg, 
Co., Rochester, N. Y., filing sys. 
tems and equipment. 
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Meteor Motor Car Co., Piqua, O., 
manufacturer of funeral cars and 
ambulances, has appointed Kir- 
cher, Helton & Collett, Dayton, to 
handle its advertising, effective 
Jan. 1. Trade publications and 
direct mail will be used. 


Sherwin-Williams Ups Earl 

George J. Earl, in the advertis- 
ing and sales promotion depart- 
ments of Sherwin-Williams Co., 
Cleveland, has been promoted to 
public relations manager. 


Offers Agency Commission 
Office Appliances, Chicago, has 
announced that it is paying agency 
commission on the basis of its new 
rate card, effective in December 
for new advertisers and in August, 
1951, for current advertisers. 


Furrier Signs for TV Show 

Mawson DeMany, Philadelphia 
furrier, has contracted for a 75- 
minute film show for late Sunday 
evenings on WPTZ, Philadelphia. 
Franklin, Bertin & Tragerman, 
New York, is the agency. 


British Export Guide Out 


Fairchild Publications Inc., New 
York, is distributing its “1950-51 
British Export Directory,” con- 
taining more than 2,500 listings 
covering various branches of the 
textile-apparel fields. There also 
is a section on china and glassware. 
The 272-page guide lists sources 
in Britain of exportable merchan- 
dise, plus a special listing of Amer- 
ican representatives. Buyers and 
manufacturers may obtain copies 
from Fairchild at 7 E. 12th St., 
New York. 


Nalleys Offers Kids’ 
‘Charms’ in Package 


TACOMA, WasH., Nov. 29—A 
three-state newspaper campaign 
has been scheduled by Nalley’s 
Inc. to break Dec. 1, promoting the 
company’s offer of a cowboy nov- 
elty charm in each package of 
Nalley’s potato chips. 

Charms include guns, cowboy 
hats, sheriff’s badges, Indian heads 
and similar attractions for boys 


—— 


research better, sell better. 


HEADQUARTERS F 


TEST TUBE TEAMWORK... 


To make a lady lovely . . . or a tire tough and shock-resistant . . . you start with coal, air and 
water . . . or the fuzz from cotton seed . . . or pulp from a stately tree. These are the ingredients 
of the magic new synthetic fibers. More and more, the precise test tube is replacing the 
uncertain and expensive fibers of nature as a source for thread. We weave synthetics 
into strong, tough, and versatile cloth . . . shape them into waterproof sheaths for garden 
hose and electrical wiring . . . cast them into industrial bearings that never need lubrication. 
Many sciences and industries play key parts in creating synthetic fibers. Chemistry, of course, 
and physics and mathematics contribute basic research . . . chemical engineering 

supplies the practical know-how . . . the textile and plastics industries find ways to weave 
and mold them .. . from still other industries come the castings and looms and 

motors to give them shape. 


McGRAW-HILL PUBLISHING CO., INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


1n FORMATION 


AMERICA WORKS LIKE THAT... 


Weaving knowledge, skills, and ideas together is an ability uniquely American . . . for here 
every art ... every craft . . . every science is given the incentive and the opportunity to 
contribute its thread of achievement to the fabric of living. 


America can work like that because it has an all-seeing, all-hearing Inter-Communications System... 


THE AMERICAN INTER-COM SYSTEM... 


Complete communications is the function, is the unique contribution of the American 
business press . . . a great company of specially edited magazines devoted to the specialized 
work areas of men who want to manage better, design better, manufacture better, 


No country, or combination of countries in the world .”. . has a business press that can 
compare in size, character, or ability to serve, with that of America. . . 


WHY WE HAPPEN TO KNOW... 


The McGraw-Hill business publications are a part of this American Inter-Com System. 
As publishers, we know the consuming insistence of editors on analyzing, interpreting, 
reporting . . . on developing universal acceptance of new ideas . . . on making sure that 
specialized information reaches interested people quickly. 
As publishers, we know that people pay to subscribe to business publications for the sole 
purpose of listening in on units of the American Inter-Com System. 

As publishers, we make the advertising pages of our business publications available for your 
communications with the people you want to reach. 
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and girls. Copy stresses that cus- 
tomers get the premium with each 
purchase, stating, “You don’t have 
to wait for weeks to get your gift 
in the mail. There’s a western 
charm right inside every package.” 

The campaign uses two-color 
advertisements in major markets 
and b&w in secondary markets, 
and runs in Washington, Oregon 
and Idaho. Condon Co. here han- 
dies the account. 


McGary Joins Brennan 


John E. McGary, formerly in 
the national advertising depart- 
ment of the Daily Tribune, Austin, 
Tex., and with Eichenbaum Dis- 
plays, Austin, has joined Brennan 
Advertising ency, Houston, as 
account executive. 


‘Newsweek’ Names Leonard 


John D. Leonard has been 
named chief of the editorial bu- 
reau in Detroit of Newsweek. He 
was formerly London correspond- 
ent for the Wall Street Journal as 
was as its Washington correspond- 
ent. 
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2 hours and 
13 minutes 


A good sales picture calls for 
long ad exposures. In “thumber- 
ship” type magazines, ads are 
underexposed. 

Real readership gives quite 
another picture. MASS Trans- 
portation’s readers spend an aver- 
age of 2 hours and 13 minutes 
on each issue. Compare that 
with about 7 minutes spent on 
a magazine which is merely 
“thumbed through.” 


Figure it out. MASS Trans- 
portation’s intense readership 
gives your ad 19 times more 
exposure. 

Why? Because in the transit 
industry MASS Transportation is 
Ist choice for reading enjoyment 
—two to one. 

To be first in sales to the 
transit industry, expose your 
advertisements first in MASS 
Transportation. 

See SRDS Class. 21—or 
write for rate card. 


A- 2896 


TRANSPORTATION 


222 W. ADAMS ST. 
CHICAGO, ILL. 
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COMBINATION—The folding carton for 

Revion Products Corp.'s “perfect pair” 

of face powder and Touch-and-Glow 

liquid makeup provides a display unit 

as well as a carry-home package. The 

carton was produced by Lord Baltimore 
Press. 


Frankfort Schedules 
Four Roses, Hunter | 
Special Holiday Ads 


New York, Nov. 27—Frankfort 
Distillers Corp. is using four-color 
page ads in Collier’s, Ebony and 
Life and 715 lines in newspapers 
in major markets as part of a 
Christmas push for Hunter whis- 
ky. The newspapers are scheduled 
to carry four ads each. 

A holiday drive.for Four Roses, 
started in November issues, in- 
cludes four-color pages in Amer- 
ican Magazine, Collier’s, Esquire, 
Holiday, Life, Newsweek and Time 
and 1,000-line ads in newspapers 
in all major markets. The maga- 
zines will run two insertions (one 
of them being the traditional egg 
nog ad) and the newspapers will 
have three or four insertions. Some 
newspaper advertising will appear 
in two colors. 

Frankfort, meanwhile, an- 
nounced a series of retailer meet- 
ings to be held in major markets 
up to Dec. 10. These are designed 
to show the company’s Christmas 
advertising, promotion and mer- 
chandising programs. Retailers 
will get regular-size store window 
displays and realistic interiors 
showing all displays and promo- 
tion pieces on Hunter, Four Roses 
and Paul Jones. 

(There is no special holiday ad 
drive scheduled for Paul Jones, 
but for the first time in a number 
of years there will be a special 
gift carton for that whisky.) 

Retailers will receive a new 


Aagoue... can BEA 


/ SALESMAN 


Shouwmarcter’ 
HALF AS LARGE, HEAVY 
AND EXPENSIVE AS PYR- 
AMID EASEL PORTFOLIOS 
—for same page area. Shows 
double-page vertical spread. 
Sets up and takes down in 


a flash—no buttons or gadg- 
ets to fool with. 


Carried in stock in 4 sizes. 
* Also 100s of other items. 


FOR FREE 
SEND jouver 


Sales Jools, Jue. 
1220 West Madison Street 
= sa 


CHICAGO 7, ILL. 


Frankfort booklet called “Jiffy 
Merchandiser,” which the com- 
pany said will be useful in creat- 
ing simple holiday displays with 
a lot of “sell.” 

Advertising of Four Roses and 
Paul Jones is handled by Young 
& Rubicam, and Owen & Chappell 
has the Hunter account. 


Launches Insurance Drive 
Craftsman Insurance Co. has 
launched an expanded radio and 


newspaper campaign in a number 
of New England markets. Color 
ads in daily newspapers are being 
used. The company also is spon- 
soring Cedric Foster, news com- 
mentator, on Mutual Yankee Net- 
work. Silton Bros., Boston, is the 
agency. 


Sells Outdoor Interests 

L. P. Hicks, president of Living- 
stone, Porter, Hicks, Detroit, has 
sold his holdings in the Pontiac 
Outdoor Advertising Co. to a group 


of the company’s officers and di- 
rectors. Pol Raynal, Dodge-Ply- 
mouth dealer, is president of Pon- 
tiac Outdoor, and Willard H. Ha- 
genmeyer, formerly chairman of 
the board, is now vice-president 
and director. 


Forms Clipping Service 
Publicity Clipping Service has 
been formed at 119 Fifth Ave., 
Pittsburgh 22, to furnish clipping 
coverage of all publications within 
the Tri-State trading district and 
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surrounding counties. Subscribers 
will be serviced daily. Rates wijj 
be based on a minimum monthly 
service charge of $3 per subject ro 
cover subscriptions, plus 10¢ for 
each clipping. 


Appoints Loudon Agency 


National Pneumatic Co., many- 
facturer of door control equipment 
for mass transportation vehicles, 
has named Henry A. Loudon, Ad- 
vertising, Boston, as its advertis. 
ing counsel. 


About the Greatest’ Cock 


———. 
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ibers now going up on major trunk high-| erative, Waverly, Fla. The plan|inet styling, pricing, advertising, 
will ways near Duluth, Chicago, Des| is to collect 10¢ a box on tangerines| sales promotion and other policies. 
ithly Moines, Fargo, N. D., and some| shipped in 1951, and spend it to| At regional sales meetings, sec- 
ct to other midwestern cities, and the| open up western markets for about| tional representatives will be 
for Minneapolis Chamber of Com-| 20% to 25% of Florida’s crop. A| elected for one-year terms and will 
Crosley Corp., Cincinnati, was| not presented to Crosley until it} merce intends to place such signs| chief aim is to get a better price| confer regularly as a group with 
the only major television manu-| had been completed. “We were/ throughout the country eventually. | for tangerines in the East. DuMont’s national sales manager, 
facturer that declined to join the} asked for a yes or no answer and a . « « ” + Walter L. Stickel. The major auto 
anu- “child appeal” advertising cam-| we said ‘no’,” he declared. A Tangerine Cooperative is be-| Allen B. DuMont Laboratories| manufacturers have followed this 
ae paign. W. A. Blees, general sales ° é ing formed in Florida to sell the| is borrowing a leaf from the auto| practice for some time and appear 
Ad. manager of Crosley, said he felt fruit west of the Mississippi River, | makers’ book. It is forming a dis-|to be giving increasing attention 
rtis- the advertising was not in good “Follow Highway U. S. — — to| according to W. C. Pederson, pres-| tributor panel to have an indirect| and authority to their dealer ad- 
taste. He added that the plan was| Friendly Minneapolis” signs are| ident of Waverly Growers Coop-| voice in establishing DuMont cab-| visory groups. 
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(it ever ! 


W.. ever heard about camping without eat- 
ing? And who ever heard about Scouting with- 
out camping? Food is a subject dear to the 
hearts—or thereabouts—of Scouts. 


Weber Beer to Baker Agency 
Jim Baker Associates, Milwau- 
kee, has been appointed by Weber 
Waukesha Brewery, Waukesha, 
Wis., to handle the advertising for 
Weber beer. Outdoor, radio, tele- 
vision and point of sale will be 


Named Editorial Director 


Jack Max, formerly managing 
editor of Candy Industry, pub- 
lished by Gussow Publications, has 
been made editorial director of 
Corsets & Brassieres and Model & 
Hobby Industry, published by Fox- 
Shulman Inc., New York. 


St 
IN 


‘« SOUTH 


And any time you get 47,000 Scouts and 
leaders out in the open, a crackling campfire, 
you've got the ideal setting for the greatest 
cook-out ever: The 1950 Boy Scout Jamboree 
at Valley Forge! 


Truly astronomical are these gastronomical fig- 


ures of chow put away by Jamboree-hungry aI 


Scouts: $i nt Voty 
aa 480,000 pancackes * 215,400 doughnuts ° Wsicintea, 
2 freight car loads of cereal (462,000 indi- 
vidual servings) * 51,000 quarts of ice cream 
* 432,160 quarts of milk * A half-million 
eggs * 35 miles of sizzling hot dogs * 100 
tons of fresh meat * 3,800 pounds of bo- 


logna . . . and so on “ad bicarbonate.” 


Takes a Jamboree to dramatize the huge mar- 
y ket for food that Scouting with its 2,600,000 
membership represents. Yet 47,000 SCOUTS 
at a Jamboree are a minute part of the SCOUT 
camping program. Week in and week out, holi- 
days and summer months, Scouting is active 
outdoors. And that means plenty of camping 
and cooking. 


There’s even a merit badge for proficiency in 
cooking. To qualify, a Scout must cook a satis- 
factory meal for at least four persons, said 
meal to include hot soup, meat or fish, two 
fresh vegetables, a dessert and a hot bever- 
age. Baked biscuits too. - 


Getting hungry? You can satisfy your sales 
appetite in ‘51 by reaching and selling the 
Scout market through BOYS’ LIFE, the official 
magazine of the Boy Scouts of America. For 
more energy in your selling program, put this 
% on your '51 advertising menu: 


~[AAN y 
“te 7 


RICE 


1,275,000 
GUARANTEED CIRCULATION 


omen 275/000 
seene, soem os ae 
° wPren prrvon 435,000 


FARM and RANCH PUBLISHING COMPANY 


Nashville, Tennessee — Dallas Texas 


Boys Life 


a great selling force in the boy market 
read by 1,800,000 boys each month. 
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Keeping a steady volume of beauty, fashion, cooking, 
_ shopping and club news flowing smoothly to the women in _ 
over 700,000 New York homes is the daily task of charm- 
Peggy Shannon, Journal-American Women's Edi 
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} NEW YORK WOMEN 
— RESPONDED 70 THIS 
| ONE TINY NEWS (7) EM” 


Fie one little mention of a recipe sc 0 buried way 
| wn “deep among Journal-American women’s features 
on pre. 9, brought in more than 3,800 requests within 
two weeks after it appeared....and they are still coming in! 

If a tiny item like this can so clearly demonstrate 
the intense interest with which New York home-makers 
read the Journal-American, just think what the Journal- 
American on your advertising schedules can mean to you 


in terms of sales to New York families. 


' “AN AMER Cane RH tee THE | AMERICAN fi PEOPLE i> es 


A MEARST NEWSPAPER 
WATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Lousan to Kahn Agency 

S.M.S. Textile Mills, maker of 
Lousan swimsuit fabrics, has 
named George | N. Kahn Co., New 
York, to handle its advertising. 
Trade ery and magazines 
will be used. The company for- 
merly advertised direct. 


PATERSON 


NEW JERSEY 
8rd City In ATi Jersey Covered With 
THE PATERSON CALL 
In 1949 ie a Morning Call carried 
more than 7,000, 000° lines of local 
advertising. Department Stores and 
national chain food companies 
know, f 


‘rom long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 
WARD-GRIFFITH CO. 


THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
IN ALL PRINCIPAL ADVERTISING CENTERS 


GET OUR CITY ZONE FOLDER 


New York, Nov. 30—Union Car- 
bide & Carbon Corp. will an- 
nounce its new textile synthetic, 
Dynel, in a four-page insert in 
the Dec. 6 issue of Daily News 
Record. This will be followed by 
a similar insert in the Dec. 13 is- 
sue of Women’s Wear Daily. John 
A. Cairns & Co. is the agency. 

The new fiber, a product of the 
textile fibers department, Carbide 
& Carbon division of Union Car- 
bide & Carbon Corp., is made from 
a co-polymer of acrylonitrile and 
vinyl chloride, from such raw 
materials as salt, natural gas, coke 
and air. It is characterized by 
resilience, warmth, dimensional 
stability, rapid drying and it re- 


:| Union Carbide to Introduce Dynel, 
New Synthetic Material, on Dec. 6 


sists combustion, chemicals, moths 
and mildew. 

It is now being used in the pro- 
duction of blankets, men’s hosiery, 
drapery fabrics, knitted garments, 
industrial clothing, gloves, chil- 
dren’s garments and swim suits. 


a When the first of these prod- 
ucts—which probably will be the 
blanket—is ready for retail dis- 
tribution in February, each of the 
mills introducing the product prob- 
ably will run announcements in 
national magazines, according to 
John A. Cairns, president of the 
agency. Union Carbide will support 
the mills’ magazine advertising 
with supplementary ads in the 


same media. 

The supporting advertising pro- 
gram now is under consideration 
by Union Carbide, Mr. Cairns said. 
The detailed program~- probably 
will be ready about Jan. 1. 

For the remainder of this year, 
he said, informative page ads will 
be used in Daily News Record 
and Women’s Wear Daily as fol- 
low-ups to the initial insertions. 

Mr. Cairns pointed out that 
Union Carbide is proceeding with 
its evaluation and development 
program “with extreme care, 
thoroughness and caution, because 
of an awareness of the magnitude 
of the influence that Dynel might 
exert on our economy. From time 
to time we shall make public state- 
ments of progress. But no long- 
range advertising program, at this 
time, is contemplated. 


a “However, an appropriate bus- 


THE Ceo 


CELEBRATES CENTENNIAL 


The Great Newspaper of the West 
Views Next Hundred Years with Confidence 


The Oregonian, as it passes the century-mark this 
month, looks forward to another healthy 100 years 
of serving its rapidly expanding region. 

Prospects were never better! Today’s Oregon Market 
is bigger, more prosperous and better balanced 

than ever. Its 1%4 million consumers boast a 
whopping $2 billion in expendable income. 

Stable multi-million dollar industries, ranging from 
lumbering to textile weaving, continue to expand 

at a phenomenal rate. Oregon’s population, too, 
continues its amazing rate of growth 
(up 39.67% in 10 years!) 

Like its market, today’s Oregonian is bigger, better 
and healthier than ever. Circulation, with 224,314 
daily and 280,045 Sunday, is the biggest in history... 
and still growing. Advertising, influence and 

reader response are at an all-time high. Judged by 
the great 100 years just past...and today’s 
favorable circumstances ...the next 
Oregonian Century will be fabulous! 
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REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, ING. 
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iness paper program is likely g@ 
1951 and there will be intensive 
retail promotion and sales trai 
programs. In addition, it §& 
planned to cooperate with the 
American Institute of Launde 
and the National Assn. of 
Cleaners as well as with many. 
facturers of laundry appliances gp 
proper refinishing of Dynel prog. 
ucts.” 

The Department of Defense, Mr 
Cairns said, is interested in Dyng 

“as having a potential in the tex. 
tile field comparable with gyn. 
thetic rubber.” 

Products made of the new fiber 
will begin to penetrate the retajj 
market in increasing quantities 
during 1951, he said. Early in the 
year both Fieldcrest blankets ang 
Pepperell crib blankets will be 
available in small quantities, Jp 
March, Interwoven and Phoenix 
men’s socks will appear in men’s 
furnishings departments. 


= Blankets made of Dynel, Mr. 
Cairns said, are completely wash- 
able, can be sterilized in strong 
household germicides and bleaches, 
and are mothproof and mildew 
proof. They will not shrink, pile 
up or mat down and are as warm 
as wool. Non-shrinkage and excel- 
lent wearing qualities combined 
with ease of laundering are fea- 
tures of the men’s socks made of 
the fiber. 

Dynel garments will make their 
appearance in several apparel de- 
partments during the first few 
months of 1951, as will woven 
drapery, curtain and upholstery 
materials. 

All of the products to be in- 
troduced have been tested by the 
mills, by outside laboratories and 
by Union Carbide, Mr. Cairns 
emphasized. All advertising claims 
will be supported by exhaustive 
tests. Allergy tests have been made 
on 600 people. So far, no case of 
— has been discovered, he 
said. 


Launches TV Magazine 


Pittsburgh Television News, 207 
Dalzell Bldg., Pittsburgh, has been 
launched. The magazine, published 
weekly, carries the advance sched- 
ules of WDTV, Pittsburgh, and 
WJAC-TY, Johnstown. Also in- 
cluded are stories of TV stars, tele- 
vision news, and local happenings 
in the television field. The news- 
stand price is 10¢. William F. Ad- 
ler, formerly a partner in the 
Susman & Adler Advertising Agen- 
cy, Pittsburgh, is editor and pub- 
lisher, and Dan McSweeney is ad- 
vertising manager. 


Agency to Open N. Y. Branch 

MacManus, John & Adams, De- 
troit, will open a New York 
branch in the 444 Madison Ave. 
Bldg., effective Jan. 1. Ernest A. 
Jones, vice-president, will be in 
charge of the new office. 


Rheem Names Coons Director 

Clifford V. Coons, vice-presi- 
dent in charge of sales of Rheem 
Mfg. Co., New York, has been 
elected a director. The number of 
directors has been increased from 
seven to eight. 


Borton Elected to Ad Council 

Elon Borton, president and gen- 
eral manager of the Advertising 
Federation of America, has been 
elected a director-at-large of the 
Advertising Council. 


PEORIA 


ILLINOIS 

Buying Center For The Rich 13 County 
PEORIArea Market Blanketed With 

= PEORIA JOURNAL STAR 
First metropolitan market 
Illinois (except Chicago). 

3. Metropolitan county area pop. 
250,000. . 

3. “Best TEST newspaper in U.S.” 
—S. M. survey. 

4. Per yg income—5i% above 
Natl A 

SEND FOR “inion FACTS FOR gurty™ FOLDER 

Nationally Repre: 
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THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
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Federal Reserve Pidaath on Department Store Sales 


WASHINGTON, Nov. 27—Depart- 
ment store sales in mid-November 
were 7% higher than during the 
same week last year and just 
under the 1948 dollar volume. 

The strength of department 
store buying during the past few 
weeks suggests that sales volume 
this Christmas will probably be at 
least as large as last year. 

During the last two months of 
the year, sales usually conform 
to a fairly rigid pattern. Since the 
war, in any given year, if Novem- 
per sales were high, December 


DEPARTMENT STCRE 
... SALES INDEX... 
755.39 EQUALS 100 


Week to Nov. 18, ’'50* p367 
Week to Nov. 19, 49*..342 
Week to Nov. 20, ’48*..371, 
Week to Nov. 22, ’47*..394 
Month of Sept., ’50*..p331 
Month of Sept., ’49*....300 


*Not adjusted seasonally. 
pPreliminary 


ite a 


Duluth-Superior ......... 3 11 

Kansas City District ...... 7 12 

Denver 4 ll 

Wichita 4 8 

Kansas City 7 18 

St. Joseph .. 1 6 

Oklahoma City .. ll 12 

8 7 

Dallas District 18 15 

Indianapolis 7 14 0 Dallas 13 14 
OD igtmeies 6 13 15 Fort Worth 13 15 
Milwaukee ......... 6 8 5 Houston 8 17 
St. Louis District 4 10 % 16 22 
Little Rock ..... 5 12 —1/ San Francisco District 5 15 
| 8 14 Y Los Angeles Area ....... 4 14 
3 10 14 Oakland ............ 6 18 

5 9 —5 San Francisco 6 13 

4 4 q7 Portland. ......... 4 11 

9 6 9 Salt Lake City . 6 16 

kp | a eee 8 ll 0 COGN ecicsisciscctshserscnedintes 7 20 


To National Broadcast Sales 

CKNW, New Westminster, B. C., 
has named National Broadcast 
Sales as its representative in Can- 
ada, effective Jan. 1. Forjoe & Co. 
will continue as its United States 
representative. 


Charles Branham Promoted 


Charles A. Branham, advertising 
manager of Encyclopaedia Britan- 
nica Inc., Chicago, has been ap- 
pointed director of sales promo- 
tion and advertising. He succeeds 
Lionel Tompkins, who has retired. 
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W. D. Parsons to Retire 


W. D. Parsons, director of cir- 
culation of the Minneapolis Star 
and Tribune since 1920, will retire 
Dec. 31. He will be succeeded by 
M. E. Fisher, assistant circulation 
director since 1937. . 


Raymond Gets Shoe Account 
Johnston & Murphy, Newark, 
maker of men’s shoes, has named 
Raymond Advertising Agency, 
Newark, to direct its advertising 
in magazines, newspapers, trade 
publications and television. 


comparable | 


sales 
amount. If November sales were | 
off slightly, December sales also | 
declined, in comparison with other | 


years. | 


were up a 


a On the current Federal Reserve | 
Board report, dollar volume gains 
over last year were most im- 
pressive in the states west of the 
Mississippi, and in the Cleveland, 
Philadelphia and Chicago districts. 

The Atlanta, Richmond and Bos- 
ton districts also reported gains, 
but they were comparatively 
smaller than in the other nine 
districts. 

Largest increases among the 
cities were a 20% gain in Houston, 
a 19% rise in Toledo, and 17% 
increases in Wichita and Salt Lake 
City. 

Only seven cities reported de- 


clines, as compared with the same | - 


week last year. Greatest loss was 
a 15% sales drop in St. Joseph, Mo. 


% Change from °49 
Jan. Mo. Wk. 

to ef Nev. 

Aug. Sept. 18 


Federal Reserve 
District and City 
UNITED STATES ............ 
Boston District .............. 
New Haven .. 
Boston 
Springfield .. 
Providence .... oe 
New York District . 
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Syracuse ... ee 
Philadelphia District .... 
Philadelphia 
Cleveland District 
Akron 
Cincinnati 
Cleveland 
Colurabus . 
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Pittsburgh 
Richmond District 
Washington 
Baltimore 
oo District 
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New Orleans 
Nashville ........ 
Chicago District . 
Chicago 


PORT HURON 


MICHIGAN 
A Wealthy Market For Your Product 


Blanketed By The 

PORT HURON TIMES HERALD 
- Port Huron is one of Michigan’s 
— Cities over 58,000 popula- 
ion 

2. Buying center for the Thumb 
and River District. 

8. Diversified Industry and Farm- 


ing. 
SEND FOR OUR PORT HURON MARKET FOLDER 
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THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
IN ALL PRINCIPAL ADVERTISING CENTERS 
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For 


Mustik 
Sets it 


dnd. ufp go sales. { 


REPRESENTATIVES: A few cheice territories still available. Write for information. 


HEE } peinrine COMPANY « 2629 NORTH KILDARE * CHICAGO 39, ILLINOIS «© IN NEW YORK 400 MADISON AVE. 


Parties....Wolidays 
and regular Home use! 


% When we print your ad on “self-stik” 
MysTIK, it’s ready to be put up with a touch 
That means more point-of-sale advertising . . . 
less waste. And Mystik gets the best spots... 
cash registers, counter tops and fronts, store 
doors or right on your product. 


We will print and die-cut Mystik to give you 
attractive and useful point-of-sale plaques, shelf 
strips, two-way door signs, product identification 
and price labels, can and bottle holder plaques 


and projection displays. 


MystTIK is just part of Cu1caGo SHow Printing 
Company’s full line of point-of-sale services and 
merchandising aids from a creative art department 
to complete facilities for printing, lithographing 


and distribution. 


FREE—Write for sample and new book, 
“39 Ways to Use MYSTIK.”’ Also idea book on 
cardboard and other displays of every kind. 


OFFICES IN PRINCIPAL CITIES 


Self-Stik 
Point-of-Sale 
Advertising 
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Dodge Names Ideal Pictures 


The Dodge division of Chrysler 
Corp., Detroit, has named Ideal 
Pictures Corp., Chicago, as distri- 
butor of its sponsored 16mm sound 
_ films. The films, of which there 
are approximately 2,000 prints of 
11 different subjects, will be avail- 
able on a free loan basis to schools, 
clubs, church groups, industrial 
and fraternal organizations, civic 
and veterans’ groups and non- 
theatrical rural exhibitors. 


PORTSMOUTH 


VIRGINIA 


A Rich Industrial Center Of 66,270 
Population Reached Only By 


THE PORTSMOUTH STAR 
Per family buying power $4,046 
Effective buying income $90,220,000 
City circulation coverage 112% 
An ideal test market for your 

product 

WE WILL COOPERATE—ASK FOR INFORMATION 
Nationally Represented by 
WARD-GRIFFITH CO. 
THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
IN ALL PRINCIPAL ADVERTISING CENTERS 
GET OUR CITY ZONE FOLDER 


Along the Media Path 


e Parents’ Magazine has issued an 
advance merchandising bulletin 
describing its December theme, 
“Christmas Magic.” The bulletin 
describes infants’, children’s and 
women’s wear featured in the 
December issue. 


e The current edition of the Con- 
over-Mast Purchasing Directory, 
containing 1,068 pages with 1,792 
advertisers, is the largest issue of 
the directory ever published. Its 
editorial content and circulation 
are entirely industrial. 


e Woman’s Home Companion has 
published a 16-page guide on prep- 
aration of mail order advertise- 
ments. The booklet, designed par- 
ticularly for users of the maga- 
zine’s mail order section, offers 
suggestions for writing good head- 


lines, choosing illustrations, adopt- 
ing copy themes, choosing mer- 
chandise, etc. 


e Advertising linage in Argosy 
this year is up 24.3% and revenue 
is up 48.1%, according to officials 
of the publication. The magazine 
expects to provide advertisers with 
a circulation bonus of at least 15% 
when its circulation guarantee of 
1,000,000 takes effect Jan. 1. 


e Colgate-Palmolive-Peet Co. Ltd., 
which sponsors 18 radio shows in 
Canada, has issued a 32-page book- 
let, “Behind the Scene with Col- 
gate’s Radio Stars.” The booklet, 
an unusual promotion piece, con- 
tains details and application blanks 
for contests whose prizes total 
$4,200. The contests are designed 
to appeal to all age groups, and 


a portion of the booklet is printed 
upside down to accent the contests 
for children. 


e@ Video Station WBKB, Chicago, 
has compiled a detailed map of the 


! greater Chicago area illustrating 


the technical bases for the station’s 
coverage claims. Copies are avail- 
able from the station’s sales pro- 
motion department. 


e “The Business Climate of Amer- 
ica,” a comprehensive 40-page 
brochure issued by the New York 
Times, is designed to show rep- 
resentatives of small and medium 
size foreign businesses how to suc- 
cessfully invade the American 
market. 

The booklet contains a reprint 
of an address given in Europe last 
summer by Dr. Eric W. Stoetzner, 
foreign business director of the 
paper, pointing out that the ma- 
jority of American businesses em- 
ploy fewer than ten people. 

After offering examples of the 
structure of specific industries, the 
brochure explains how small busi- 


through the women’s 


zines or the weeklies, Dr. Starch claims 
you’re wrong. For according to his 
Consumer Magazine Report only about 
5% of the readers of these mazagines 
ever see TRUE CONFESSIONS. 

To understand this different market 
—this separate market of millions of 
young married women who prefer ro- 
mance magazines above all other read- 
ing matter—requires special study and 
analysis. Don’t let your media con- 
cepts stay on one side of the market— 


TRUE CONFESSIONS offers you 


2S 


> 


Have you a one® 


The easiest advertising medium to sell 
an advertiser is the one he sees in his 
home. Sometimes, the hardest is the 
one neither he nor his friends ever see. 

Psychologically and emotionally the 
readers of TRUE CONFESSIONS are 
across the tracks from most advertis- 
ing executives. But economically they 
are on both sides and are a whale-size 
market for mass-distributed products. 

If you think you can reach them 


tracks people 


service maga- 


goes right down Main Street today. 

TRUE CONFESSIONS will help 
you reach a big share of these—and 
only by the addition of this type of 
magazine can you do a complete job 
of selling. They just don’t happen to 
like the sort of magazine on your liv- 
ing room table, but bless °em they buy 
TRUE CONFESSIONS voluntarily 
month after month (98 per cent news- 
stand circulation), year after year. 

They are young—emotional—malle- 
able—experimenting with their new 
job of housewifing. Your advertising 
will help them make up their mind— 
to use your product. 

Yes, that gravy train is high-balling 
down the middle. Are you on just 
one side—or both? 


C 2 
onfessions 


A Fawcett Publication + 67 West 44th St., New York 18, N. Y. 


the 


deo 


live—the gravy train 


. 


track mind ? 


more than 1,500,000 active young 
women, mostly married, in families 
who are riding high on the greatest 
wage scale in the country’s history. 
Forget about on which side of the 


A Few Advertisers Reaching 
BOTH Sides of the Track 
Through TRUE CONFESSIONS 


Bigelow-Sanford Carpet Company, Inc. 
Bristol-Myers Company 

California Packing Corp. (Del Monte) 
Carnation Company 

Clapp’s Baby Food 
Colgate-Palmolive-Peet Company 
Gerber Products Company 
International Latex Company 
International Silver Company 

The Andrew Jergens Co. 

Johnson & Johnson 

Lever Brothers Company 

The Mennen Co. 

National Biscuit Company 

0-Cedar Corp. 

Pond's Extract Co. 

Procter & Gamble Company 

E. R. Squibb & Sons 

Star-Kist Tuna 

Swift Baby Meats 
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ness men in the U.S. are able @ 
win wider acceptance and gale 
for their products through adver. 
tising. 


e@ National Broadcasting Co. has 
issued a brochure containing infor. 
mation on how the total networm 
radio audience is shared by each 
of the four major networks. The 
brochure is based on information 
contained in Broadcast Measure. 
ment Bureau’s Study No. 2, made 
in the spring of 1949. NBC algo 
has prepared a presentation en. 
titled “Network Radio 1950-1951” 


e@ National Business Publications 
Ltd., Gardenvale, Que., Canada, 
has published a booklet con 

information about the 13 periodj- 
cals and six annuals it publishes, 
A cover from each publication js 
shown, plus information on the 
market or industry that it serves, 


e To merchandise the series of 
ten color ads for W. A. Taylor Co, 
scheduled in its Dec. 16 issue, Cue 
is mailing more than 2,000 copies 
of a 16-page dealer promotion 
piece which stresses Taylor’s ef- 
forts to support its dealers and 
drinking establishment outlets. 


@ Women’s Wear Daily is promot- 
ing a special section entitled “Mer- 
chant’s Forecast,” to appear in its 
Dec. 26 issue, with a mailing piece 
outlining the editorial content, 
which will be built around the 
theme: “Retail Operations in a 
Defense Economy.” 


e True reports that retailers have 
ordered 518,050 copies of its 
Christmas booklet promotion, for 
distribution to store customers. 
The booklet contains insert pages 
for advertisers who appeared in 
the magazine’s June and December 
issues. 


e@ McCall’s has issued a folder de- 
scribing the promotion it plans for 
the candy-and-gingerbread house 
shown on its December cover. The 
folder contains highlights of the 
promotion, which will be carried 
on in department, food and candy 
stores, supermarkets, etc., with in- 
structions and patterns for making 
the house to be made available at 
these outlets. 


e Seven newspapers now are of- 
fering school administrators and 
teachers a weekly program for 
classroom study of world affairs. 
The program was started in 1946 
by the Minneapolis Star and will 
be given this year by the Star and 
the Denver Post, Portland Journal, 
Des Moines Register, Toledo Blade, 
Hartford Courant and Washington 
Post. Center of the program is 4 
48-page study guidebook on 2 
topics of contemporary world im- 
portance. 


e Columbia Broadcasting System 
has issued a broadside entitled 
“First Press and Public Reactions 
to Color Television,” which con- 
tains reprints of a number of 
newspaper stories reporting favor- 
ably on CBS’ highly controversial 
color TV system. 


e@ Gold wrist watches, prizes for 
the best store window and interior 


displays of products carrying Par- 


QUINCY | 


MASSACHUSETTS 
Fourth (4th) Market In Massachusetts 
Covered By The 


QUINCY PATRIOT-LEDGER 
$109,696,000 Effective buying 


$85,616,000 Retail Sales 
prow CA TE 

dvertise and sell in Quincy 
ASK FOR OUR RETAIL BiSTRIBETION SURVEY 
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ake 
WARD-GRIFFITH CO. 


THE WARD-GRIFFITH CO. MAINTAINS OFFICE 
IN ALL PRINCIPAL ADVERTISING CENTERS 


GET OUR CITY ZONE FOLDER 
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ents’ Magazine’s Commendation 
Seal, have been awarded to the 
managers of two Thos. Roulston 
Inc. stores, one on Staten Island 
and the other in Brooklyn. All 200 
Roulston stores took part in the 
promotion during the week of Oct. 
12-19. 


e@ The Washington Post has moved 
into a new seven-story building 
which the paper describes as “the 
most modern newspaper plant in 
the world.” The entire building is 
air conditioned, with special air 
conditioning systems in the press 
room, which is equipped with 16 
new Scott b&w straight line units. 
The building is so designed that 
26 additional press units can be 
added, and the Post also owns an 
adjacent vacant lot if further ex- 
pansion is necessary. 


e Holiday will announce winners 
of its first annual awards for mov- 
ies which best portray American 
life on Dec. 8. Winners will be 
selected on the bases of honesty, 
interest, entertainment and cultur- 
al value. The awards are designed 
to recognize the vital role played 
by American movies abroad. 


e McCall’s latest “Pocket Letter” 
contains results of its intensive 
promotion of the September issue 
of the magazine. The letter covers 
fashion and fabrics, ready-to-wear, 
food, home furnishings, home ap- 
pliances, etc. 


e The New York World-Telegram 
& Sun has published a folder list- 
ing the paper’s advertising linage 
gains in October, 1950, as com- 
pared with October, 1949. Gains 
ranged from 33% for general ad- 
vertising (including automotive) 
to 48% for retail advertising. 


e The Chicago Tribune has an- 
nounced the opening of its 5th 
Better Rooms competition. Entries 
in the $25,000 interior decorating 
and furnishing contest are being 
accepted until Feb. 19, 1951. 


e American Broadcasting Co. says 
it has written over $4,500,000 (an- 
nual rate) of new network radio 
business during the past two 
months. ABC considers this an un- 
mistakable sign that network ra- 
dio’s stock is rising. 


e A special 10th anniversary issue 


of its Spanish-language edition has | 


been released by Reader’s Digest. 
The December issue contains a 
selection of current articles and 
features reprints of ten articles 
which have aroused the greatest 
reader interest since 1940. The Di- 
gest said 37 advertisers were in the 
edition ten years ago, and that 
since then several hundred addi- 
tional manufacturers have adver- 
tised. The anniversary issue con- 
tains more than 100 pages of 
advertising; some 90% of products 
advertised are of U. S. origin. 


¢ “Page 1, Column 1,” a collection 
of 60 of the most popular columns 
written by Earl Lifshey, managing 
editor of Retailing Daily, has been 
released by Fairchild Publications 
Inc. It is available at $1 per copy, 
with special rates for bulk orders. 
Arrangements for firm name im- 


ROCKY MOUNT 


NORTH CAROLINA 


One Of The Nine Largest Cities In 
North Carolina Reached By 


The Evening & Sunday Telegram 
modern industrial city, largest 
east of Raleigh and north of Wil- 
Mington, offering a field rich in 
Agriculture, Manufacturing, To- 
Culture & Marketing. 
SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented by 
WARD-GRIFFITH CO. 
THE WARD.GRIFFITH CO. MAINTAINS OFFICES 
IM ALL PRINCIPAL ADVERTISING CENTERS 
GET OUR CITY ZONE FOLDER 


CAPP CAUGHT—The St. Louis Industrial Marketing Council drew its biggest crowd 

when Al Capp was speaker at a recent meeting. Mr. and Mrs. Capp are flanked 

at the speaker’s table by William H. Pfaff (left) of Arthur R. Mogge Inc., the club’s 
program chairman, and L. C. Dobrunz of Wagner Electric Corp., president. 


prints can be made on orders of 50 
or more copies. 


e WJW, Cleveland, has prepared 
a salesman’s pre-call mailer that 
stresses the station’s coverage of 
the Cleveland market. 


e@ The San Diego Union and Eve- 
ning Tribune heralded publication 


of their 38-page Christmas shop- 
ping sections with a fashion revue 
before 200 members and guests of 
the San Diego Advertising and 
Sales Executives Club. At the close 
of the show, models showered the 
audience with mock snowballs 
tagged “Watch for the Christmas 
shopping sections in the San Diego 
Union and Evening Tribune.” 


e Outdoor Advertising Assn. of 
America will release its new all- 
color slide film, “Your Outdoor 
Neighbor,” about Jan. 1. The 15- 
minute film, produced by Sarra 
Inc., will show how outdoor adver- 
tising works for and benefits the 
community and the people who 
live in it. 


e@ The Los Angeles Mirror and the 
Los Angeles Times have consoli- 
dated their promotion departments 
at the Times. E. J. Reep of the 
Times will head the combined op- 
eration and all personnel will be 
retained except Rex Barley, for- 
merly promotion manager and now 
executive manager of Mirror En- 
terprises Syndicate, and his assist- 
ant, Frank Breece. J. Walter 
Thompson Co. will continue to han- 
dle the Mirror account; Smalley, 
Levitt & Smith is the Times’ agen- 


cy. 


e Seventeen reports that it carried 
more linage from retail advertisers 
during the first nine months of 
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this year than any other consumer 
magazine, based on Publishers In- 
formation Bureau figures. 


e Columbia Broadcasting System 
reports that it has signed ten new 
accounts since Oct. 1, representing 
approximately $3,000,000 in new 
radio business. 


SALISBURY 


NORTH CAROLINA 
No. 1 Per Capita Retail Sales Market 
In the South’s No. 1 State 
covered by 


THE SALISBURY POST 
ne readership in excess of 
83%. 

Only newspaper with sufficient 
coverage in the heart of Piedmont 
Carolina to produce satisfactory 
results. ‘ 

Advertise in Salisbury Daily 

& Sunday Post 
SEND FOR OUR FOOD PREFERENCE SURVEY 
Nationally Represented by 
WARD-GRIFFITH CO. 
THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
IN ALL PRINCIPAL ADVERTISING CENTERS 


GET OUR CITY ZONE FOLDER 
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uring the growth of Seattle, The TIMES 
has always been the preferred news- 
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Actual view of dowland Seattle from 42-story Smith Tower. 
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That's why advertisers know that 
success in the Seattle market can be 
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found through frequent, concentrated ad- 
vertising in The TIMES alone. 
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Represented by O'MARA & ORMSBEE 
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Metropolitan Seattle (King County) has 
grown from a population of 504,890 in 
1940 to 726,055 today. 


—1950 U.S. CENSUS BUREAU FIGURES 
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New York * Detroit * Chicago * Los Angeles * San Francisco 
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SHEBOYGAN 


WISCONSIN 
A Wealthy Market For Your Product 
Blanketed With The 
SHEBOYGAN PRESS 
1. Sheboygan is one of Wisconsin’s 
key cities over 50,000 population. 
2. Home of Prange’s, worl ’s larg- 
est department store in a city 
the size of Sheboygan. 
3. Diversified Industry. 


SEND FOR OUR SHEBOYGAN MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
IN ALL PRINCIPAL ADVERTISING CENTERS 
GET OUR CITY ZONE FOLDER 


NBC Transfers Harry Kopt 

Harry C. Kopf, vice-president 
in charge of radio sales of National 
Broadcasting Co., New York, has 
been transferred to Chicago to 
head operations. He succeeds I. E. 
Showerman, who has resigned. 
John K. Herbert has been named 
general sales manager for the ra- 
dio network of the company. 


Hudson Appoints Merrin 
Hudson Sales Corp. of Hudson 
Motor Car Co. has appointed John 
W. Merrin special representative, 
with headquarters in Detroit. He 
was formerly with Kaiser-Frazer 
Corp. as divisional sales manager. 


Shamokin to Richards 

Shamokin Woolen Mills, New 
York, has appointed Fletcher D. 
Richards Inc., New York, to handle 
the advertising for the company’s 
entire line of fancy worsteds. The 
company will break a campaign 
in the spring via national fashion 
magazines and the trade press. 
Claire A. Wolff formerly carried 
the account. 


Milprint Boosts Houdeshell 

Daryl F. Houdeshell has been 
promoted from assistant manager 
to manager of the meat packaging 
division of Milprint Inc., Mil- 
waukee. 


POPULATION — 594,321 


First in the South... 
Fourteenth in the Nation 


As a test market of 

cities 500,000 and over, 
advertising agency experts 
pick Houston first in the 
South and Southwest, 


fifth in the nation. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


FIRST IN HOUSTON 


M. J. GIBBONS 


National Advertising Manager 


IN CIRCULATION AND ADVERTISING FOR 37 CONSECUTIVE YEARS 


THE BRANHAM COMPANY 
National Representatives 


Advertising Age, December 4, 1959 
National Nielsen-Ratings of Top Radio Shows 


Week of Oct. 15-21, 1950 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Pointy 
Rank Rank Programs (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,215) (7.9) (0.0) 
1 1 ~—s Lux Radio by (CBS, Lever Bros.) ........... 7,611 18.7 +01 
2 2 Jack Benny Show (CBS, Lucky Strike) ........... 7,367 18.1 +34 
3 6 My Friend Irma (CBS, Lever Bros.) ............. 5,861 144 +15 
4 ad Charlie McCarthy Show (CBS, Coca-Cola) ........ 5,820 14.3 ’ 
5 3 Godfrey's Talent Scouts (CBS, Lever Bros.) ........ 5,454 13.4 —Lo 
6 .9 Amos ‘nw’ Andy (CBS, Lever Bros.) .........--+++ 5,291 13.0 +05 
7 13 ~—- You Bet Your Life (NBC, DeSoto) .............. 5,047 12.4 +05 
8 8 Life With Luigi (CBS, Wrigley) ...........-.+5. 5,047 12.4 —03 
9 19 Fibber McGee & Molly (NBC, Pet Milk) .......... 5,006 12.3 +18 
10 4 Walter Winchell (ABC, Richard Hudnut) .......... 4,965 12.2 =i 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,750) (4.3) (+1.0) 
1 1 Beulah (CBS, PAG) ....cccccccccccscccccceces 3,907 9.6 +0.6 
2 4 Lone Ranger (ABC, General Mills) ............++ 3,134 7.7 +08 
3 2  Oxydol Show (CBS, P&G) ......... cece ee eees 2,971 7.3 —0.2 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,913) (4.7) (+0.1) 
1 3 = Our Gal, Sunday (cas, Whitehall) ..... Perri y 3,256 8.0 +0.2 
2 8 Ma Perkins (CBS, P&G) ............. 3,175 7.8 +12 
3 5S Wendy Warren (ees, General Foods) . 3,093 7.6 +0.6 
a 2 Romance of Helen Trent (CBS, Whitehall) ........ 3,053 7.5 —0.8 
5 1 Arthur Godfrey (CBS, Ligg. & Myers) ........... 053 7.5 —0.9 
6 14 _—s— Portia Faces Life (NBC, General Foods) .......... 012 7.4 +13 
7 15 _— Challenge of the Yukon (MBS, Quaker Oats) ...... 2,971 7.3 +12 
8 6 Big Sister (CBS, P&G) ......... eee eee eceeees 2,930 7.2 +05 
9 12 When a Girl Marries (NBC, General Foods) ...... 2,930 7.2 +10 
10 9 Rosemary (CBS, P&G) ......... 6 cece cere e eens 7 7.1 +0.6 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,058) (2.6) (+0.1) 
1 1 _— True Detective Mysteries (MBS, Williamson) ...... 3,256 8.0 +11 
2 2 Shadow (MBS, DL&W Coal-Grove Labs.) .......... 2,686 6.6 +0.5 
3 4 Martin Kane, Private Eye (MBS, U.S. Tobacco) . 12,279 5.6 +2.0 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,791) (4.4) (0.0) 
1 2 Grand Central Station (CBS, Pillsbury) .......... 3,826 9.4 +19 
2 1 = Armstrong Theater (CBS) .........-eeeeeeeeeeee 3,582 8.8 +0.8 
3 5 Cedric Adams (CBS, Pillsbury) .............0005 3,378 8.3 +22 
*Not rated on last report. 
Trendex Network TV Ratings 
Nov. 1-7, 1950 
(Twenty cities included in telephone sample) 
Texaco Star Theater (NBC) ............ 63.9 ra Revue—Durante (Motorola, as 
Show of Shows (Several Sponsors, NBC) .. 44.0| NBC) ....ceeceeccecrerereeereeres 
Kraft Theater (NBC) ...............00. 42.0 | Phileo Playhouse (NBC) ...........+-+: » 2 
Fireside Theater (P&G, NBC) ............ as| re os = 
Toast of the Town (Lissota-Mereury, ama (Maxwell House, GBS)... =.=... 378 
_  BPPEPOITTTTIST itr) eee 40.8 | Circle Theater (Armstrong, NBC) ......... 41 
TV Hooperating 
November, 1950 
(Twelve cities in New York and Ohio.) 
Texaco Star Thea Taare 55. U i . 
Fireside Theater (P&G, NBC)". . See) RE Sree ctettnccceeete ssi xa 
Philco Playhouse (NBC) ............... 39.6 | Lights a (Admiral, NBC) .........+-++ 318 
. f Ree aeerrree 38.3 | Stop the Music (Admiral, 
Comedy Hour (Colgate, NBC) ............ Se) Ge OO BED ccccsccccccccccesumn 313 
Godfrey's Talent Scouts Ken Murray (Anheuser Busch, CBS) ...... 29.6 
reat DUA GRRRAR GCE spc cccscuce 34.8 | This Is Show Business (Lucky 
bes cast of by (Lincoin- os 5 Ree ai 
. | Ee. ee -4| Football (Sun Oil, ABC) ...........--00 
Kraft Theater (NBC) ..............05. 34.0 | Mama (Maxwell House, CBS) ..........+- 24 


All Cigar Companies 


NEw York, Nov. 30—A joint 
meeting will be held by the Cigar 
Institute of America and the Ci- 
gar Manufacturers Assn., Dec. 7-9 
at Atlantic City, N. J., the two 
associations announced jointly to- 
day. 

This will be the first meeting of 
all cigar manufacturers from all 
parts of the country in the history 
of the industry, Howard S. Cull- 
man, president of the institute, 
said. 

The Cigar Institute has increased 
its advertising budget for 1951 
and will use 13 b&w column and 
half-column insertions in Life; 12 
similar insertions in The Saturday 
Evening Post plus three four- 
color pages, probably in February 
and for Father’s Day and Christ- 
mas; and columns and half-pages 
in 125 college newspapers. Benton 
& Bowles is the agency. 


a “This year has produced out- 
standing accomplishments in the 
industry’s promotional activities,” 
Mr. Cullman said. “The institute’s 
advertising campaign in The Sat- 
urday Evening Post was strength- 
ened by an intensive 60-day drive 
at the wholesale and retail levels. 
This was sponsored by the Nation- 
al Assn. of Tobacco Distributors 
in cooperation with the Cigar 


to Meet Dec. 7-9; 


Institute Increases Ad Budget for 1951 


Manufacturers Assn., which spent 
$100,000 on point of sale adver- 
tising.” 

The institute started test adver- 
tising in the SEP in the fall of 
’49 when it retained Benton & 
Bowles (AA, Oct. 3, 49) and 
opened the second phase of its 
test advertising July 22, following 
reorganization vf the association's 
activities and appointment of Eu- 
gene L. Raymond as managing 
director (AA, June 12). 

Plans for closer cooperation be- 
tween the institute and other 
groups in the industry are under 
consideration for next year, AA 
was told. 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 
Province — Having One-Third of Canada’s 
Total ee ~ oe Te c. of Retail Salee— 


TORONTO DAILY. STAR 
— 400,000. circulation 
Canada) 
— 80% coverage of Toronto 
—50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Represented In United States By 


WARD-GRIFFITH CO. 
THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
IN ALL PRINCIPAL ADVERTISING CENTERS 
GET OUR CITY ZONE FOLDER 
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Javertising Age, December 4, 1950 


VETERAN—A Brand Names Foundation 
citation for long service to consumers 
is presented to Aage Quistgaard-Peter- 
sen (right), president of Wesson Oil & 
Snowdrift Co., by Aubrey F. Murray, 
advertising director of the Times-Picayune 
Publishing Co. The presentation was made 
in New Orleans. 


Jas. O'Shaughnessy, 


4 A’s Pioneer, Dies ° 


New YorK, Nov. 30—James 
O'Shaughnessy, 87, one of the 
founders of the American Assn. of 
Advertising Agencies and a for- 
mer vice-president of the Out- 
door Advertising Assn. of America, 
died Nov. 28 at his home in Park- 
chester. 

As a young man Mr. O’Shaugh- 
nessy worked on newspapers in 
St. Joseph, Mo., and Chicago and 
was a war correspondent in Cuba 
for the Chicago Chronicle. Later 
he became a political reporter for 
the Chicago Tribune and advertis- 
ing manager of the Chicago Ex- 
aminer. 

In 1917, he helped establish the 
Four A’s and served as its execu- 
tive director until 1929, when he 
became vice-president and busi- 
ness manager of Liberty. From 
1931 to 1935 he was vice-president 
of the Outdoor Advertising Assn. 
Since then he had been a sales 
and advertising consultant. 


JOSEPH C. PEURRUNG 
CINcINNATI, Nov. 28—Joseph C. 
Peurrung, 55, president of General 
Match Co., manufacturer of ad- 
vertising book matches, died at his 
‘home Nov. 24 after a short illness. 


Ri 


\LEO A. WISE 
| PrrtspurcH, Nov. 27—Leo A. 

Wise, 54, business manager of the 
Pittsburgh Sun-Telegraph, died of 
a heart attack Nov. 25 while driv- 
ing in the snowstorm which blan- 
keted this area. 

Mr. Wise became business man- 
ager of the Sun-Telegraph in 1945, 
after leaving a similar position 
With the Pittsburgh Post-Gazette. 
He had spent 30 years in the news-_ 
Paper business here. 

During the recent 47-day news- | 
paper strike, Mr. Wise was the 
Sun-Telegraph representative on 
the negotiating committee of the 
Pittsburgh Publishers Assn. 


sociated with the company, which 
was founded by his father, since 
1896. 


JOHN L. ROGERS 

New York, Nov. 27—John L. 
Rogers, 60, account executive with 
Cecil & Presbrey Inc., died at Beth 
Israel Hospital last Saturday after 
a long illness. 

Prior to joining Cecil & Pres- 
brey, Mr. Rogers had been as- 
sociated with advertising com- 
panies in several states. 


EDGAR PARKINSON 

Sr. Louts, Nov. 27—Edgar Park- 
inson, 50, partner in Advertising 
Sales & Service here, was found 
dead in his apartment yesterday. 
An autopsy revealed he died of 


heart disease. 

Mr. Parkinson and his partner, 
Robert D. Bartlett, came to St. 
Louis in 1946 from Kokomo, Ind. 


BURTT E. WARREN 

Nasuua, N. H., Nov. 28—Burtt 
E. Warren, retired publisher of the 
Nashua Telegraph, and father of 
Burtt E. Warren Jr., publisher of 
the Review-Press, Bronxville, N. 
Y., died at his home here yester- 
day after a short illness. 


BEN R. LITFIN 

THE DALLEs, OrRE., Nov. 28—Ben 
R. Litfin, 63, former owner and 
publisher of The Dalles Chronicle 
and one of Oregon’s foremost 
newspaper men, died Nov. 24 at 
his home after a lingering illness 


complicated by heart trouble. He 
joined the Chronicle staff in 1907 
and became owner in 1920. He 
published the newspaper for 27 
years, selling the newspaper to 
Victor J. Morgan in 1947 when his 
health began to fail. Survivors in- 
clude a son, Richard A. Litfin, 
United Press northwest business 
representative. 


ALBERT H. WAKEFIELD 

New York, Nov. 29—Albert H. 
Wakefield, 64, sales and account 
executive of Pandick Press, finan- 
cial printer, died yesterday. He 
had been with the Pandick Press 
for the last 16 years. Before that he 
had been advertising manager of 
Browning King & Co. here, Pratt 
& Lambert in Buffalo and S. W. 


Bird & Son Co., 
Mass. 


Will Air Cubs Games 


Liggett & Myers Tobacco Co., 
New York, through Cunningham & 
Walsh, New York, will again spon- 
sor the Chicago Cubs-National 
League baseball games in 1951 for 
Chesterfields on WIND, Chicago. 
The Cubs broadcasts also will 
again be carried on the Midwest 
Baseball Network. 


East Walpole, 


Two Concerns Study Merger 

Minnesota Mining & Mfg. Co., 
St. Paul, and Carborundum Co., 
Niagara Falls, N. Y., are consider- 
ing a merger. Under consideration 
is the conversion of each share of 
Carborundum common stock into 
two of the shares of Minnesota 
Mining common. 


1950. 


John McMann Advertising Company and 
National Aniline Division of Allied Chem- 
ical and Dye Corporation — For the first 
DAY-GLO page insert, using 136,000 
silk screened advertisements in 14 trade 
magazines — February, 
their second DAY-GLO page insert, using 
150,000 DAY-GLO Flocked advertise- 
ments—November, 1950. 


1950, and for 


J. Walter Thompson and Shell Oil Com- 
pany—For the first coast-to-coast DAY- 
GLO’ 24-sheet campaign, posting a total 
of more than 6,000 billboards—June, 


McCann-Erickson and Leisy Brewing Com- 
pany—For being the first to recognize 
and use the power of DAY-GLO in 


transit advertising, and for giving day- 
light fluorescent colors a constantly in- 
creasing place in their outdoor adver- 
tising—1948-50. 


Mitchell, McCandless & Klaus and their 
Many Clients — For making Cleveland 
streets and highways the most colorful 
in the United States by using vivid 
DAY-GLO colors on nearly 100% of the 
advertising space on buses, street cars, 
trackless trolleys, and rapid transit trains 
in the city and suburbs —1948-50. 


Paris & Peart and the A. & P.— For being 
the first to create a box sleeve to employ 
the power of DAY-GLO in point of 


their 


September, 1950. 


National Gypsum Company — For using 
DAY-GLO to turn a house under con- 
struction into a billboard and advertise 
fireproof Gold Bond Gypsum 
sheathing—May, 1950. 


Guyer, Newell & Ganger and the Krueger 
Brewing Company—For designing one of 
the most beautiful and effective DAY- 
GLO 24-sheet posters of the year, posted 
from Maine to Georgia, and making the 
most of it with a 5-way direct mail and 
point-of-purchase merchandising cam- 
paign which also used DAY-GLO— 


Fuller & Smith & Ross, Inc., and Westing- 
house—For being the first to use DAY- 
GLO on a distinctive series of plant 
posters as a key aid in a quality incentive 
program —June, 1950. 


Hutchins Advertising Agency and the 
Philco Corporation—For employing DAY- 
GLO on thousands of 24-sheet posters 
for both Refrigerator and TV campaigns 
simultaneously—November, 1950. 


The Massilon-Cleveland-Akron Sign Com- 
pany and Firestone Tire, & Rubber Com- 
pany—For the first nation-wide use of 
point-of-purchase banners, silk screened 
in DAY-GLO colors—February, 1949. 


The Many Thousands of Other Agencies 


purchase displays in thousands of the 
nation’s food stores—June, 1950. - 


and Advertisers—For pioneering the use 
of daylight fluorescent colors in their 
outstanding 24-sheet posters, street car 
cards, point-of-sale displays, direct mail 


hk 
> 
* 
* 
* 
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Cutcaco, Nov. 27—Walter J.| 
Gunthorp, 77, president of Gun-| 
thorp-Warren. Printing Co., died 

re yesterday. A native of Chi-| 
cago, Mr. Gunthorp had been as- | 


CHARLESTON 


WEST VIRGINIA 
Charleston, The Largest City in West 
Virginia Is Blanketed By 


by CHARLESTON DAILY MAIL 
- The Daily Mail, Charleston’s 
only evening newspaper. 

2. The Daily Mail, West Virginia’ 8 
largest afternoon pa; 


| ones J. GUNTHORP 


8. The Daily Mail in retail 
ood advertising. 
: ASK FOR ABOITIONA made maauat FACTS 
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WARD-GRIFFITH co. 


THE WARD.G<!FFITH CO. MAINTAINS OFFICES 
1H ALL PRINCIPAL ADVERTISING CENTERS 


Walker & Downing and Duquesne Brew- 
ing Company— For using 14 consecutive 
24-sheet DAY-GLO posters in a con- 
stantly increasing use of daylight fluo- 
rescent colors in their advertising—1949 


and other advertising and promotional 
applications sparked with— 


DAY-GLO’s Brightest—Most Beautiful— is 


GET OUR CITY ZONE FOLDER 


LAWTER CHEMICALS, INC. 


and 1950. 


3554 TOUHY AVENUE 


CHICAGO 45, 


ILLINOIS | 


Colors in the World. 


= es ee ee 
LEARN HOW DAY-GLO CAN HELP 
YOU, TOO, By Mailing this Coupon To 
Lawter or Switzer Today. 
Without charge or obligation, please send 
me full particulars about DAY-GLO, to- 
gether with a color card. 


Your Name 


Company Name 
Street Address 
City & State 
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Frank & Seder Joins Rivals as a TV Sponsor 


PHILADELPHIA, Nov. 28—Frank & 
Seder, like most other department 
stores in this city, has begun to 
sponsor a TV show. 

Titled “TV Spelling B,” the 
Frank & Seder program will be 
seen Sundays at 10:15-11 a.m. over 
WCAU-TV. Format consists of a 


DAYTONA BEACH 


test 
visitors 
come from all over the U.S., Canada, 
Cuba and South America. 


2. Over $55,000,000 effective buying in- 
come. 
3. Over 000,000 retail 
4 A market index of 140. 
Ee tor! advertising 1008661 lines 
. Natio adv 
compared to Nation's av e 14.80%. 


SEND Foe ope ADVERTISERS’ MERCHANDISING PLAN 
Represen' 1, v. J. € Jr. in 
WARD-GRIFFITH CO. 
THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
IN ALL PRINCIPAL ADVERTISING CENTERS 


GET OUR CITY ZONE FOLDER 


spelling bee between children’s 
groups. The store will present 
prizes to the children. J. Cunning- 
ham Cox, Philadelphia agency, 
placed the show. 

This is Frank & Seder’s first TV 
venture. Other stores which now 
sponsor or have sponsored video 
shows here include John Wana- 
maker, Lit Brothers and N. Snell- 
enburg & Co., whose shows are 
beamed over WCAU-TV, and Gim- 
bel Bros., sponsor of “Gimbel’s 
Handy Man” on WPTZ for three 
years. 

Strawbridge & Clothier is the 
only remaining large central Phil- 
adelphia department store that is 
not using TV. 


To H-R Representatives 


WJW, Cleveland, and WCOL, 
Columbus, O., have appointed H-R 
Representatives Inc. as their na- 
tional representative, effective Jan. 
1, 1951. ABC affiliates, both were 
formerly represented by Headley- 
Reed Co. 


.| Starts Grid-L-Redi Drive 


John M. Foster & Son Ltd., To- 
ronto, is starting an ad drive in 
Canada for its Grid-L-Redi pre- 
pared pancake batter. Toronto is 
first on the schedule with daily 
newspapers and spot radio being 
used over a 30-day period. Plans 
call for extension shortly to Hali- 
fax and Vancouver. Walsh Adver- 
tising Co., Montreal, handles the 
account. 


Opens Malt Food Drink Drive 

Byrnes Chocolate Malted Food 
Co., Toronto, has launched a cam- 
paign in Toronto and Hamilton 
dailies to promote its chocolate 
malt food drink. Copy offers an 
aluminum shaker for 50¢ and the 
coupon which is enclosed with 
each tin. Grant Advertising (of 
Canada) Ltd., Toronto, is the 
agency. 


Courtaulds Names Racine 

G. G. Racine, formerly head of 
his own agency in: Montreal, has 
been named advertising and pub- 
licity director for Courtaulds 
(Canada) Ltd., Montreal, textile 
yarns. 


Let us prepare without obligation 
a color sketch of a distinctive 
sign to fit your needs. 


** Proved by certified research. 
* Trademark Reg. U.S. Pat. Of. 


Advertising Age, December 4, Tm | 


too.’’) 


‘Are yee powers ree Mave ewnd the etesney thet eay ‘aaton text le yee! 


enough?” 


Mr. Wachtel! 


The Creative Ulan Corner 


“Won’t you invest 60 seconds of your time,” this Calvert 
ad asks, “to discover the whisky that really tastes best to 
you?” And, above, a disconsolate drinker, apparently ready 
for Alcoholics Anonymous and just about to let loose a 
sound commonly referred to as “hic,” looks drunkenly at 
two drinks in his hands. (“Thought I jush had one drink 
here, but looksh like I got two drinksh and two handsh, 


“Nobody else,” the copy continues, “—not even a profes- 
sional taster—can tell you what you should like. And, after 
all, the whisky that tastes best to you is the brand you should 
buy. That’s why we invite you to be your own whisky ex- 
pert...to make your own 60-second taste test between 


PAY LESS 


A FINER BLEND FROM OLD KENTUCKY 


Yt HORAIONT GHGS OF THE FRODURT OAK Foun THANE Oe WOE OUR AY, STRAOGNT WnrSAiNl, GO", ORL SturRGN BRIBE 


Calvert and your present brand. We are confident you will 
choose Calvert, because Calvert is blended to a taste selected 
by a ‘Consumer Jury’ of thousands of folks like you. But if 
you really prefer your present brand, stick with it. Fair 


This message is signed by W. W. Wachtel, president of 
Calvert Distillers Corp. For a president of an aggressive com- 
pany, this is a remarkable degree of latitude to allow a con- } 
sumer. Regardless, it is also a disappointing challenge. Mr. 
Wachtel, even if he cannot legally offer you double your 
money back, ought to be sportsman enough to challenge you 
to pistols at dawn or to offer to buy you a bottle of your 
favorite tipple if you still prefer it over Calvert. How come, 
Mr. Wachtel—or aren’t you really serious about this? 

Old Thompson says the same thing in considerably fewer 
words—and with much more of a challenge. “Pay less—get 
more,” says Old Thompson. Sounds reasonable. Same amount 
of grain neutral spirits. Same proof. As a matter of fact, 
same newspaper. Thirty-eight cents less a fifth, too. Skol, 


DOSES mg or erence toe 


Eversharp Elects Knox Ide 

Knox Ide, formerly president of 
American Home Products Corp., 
has been elected president and a 
director of Bversharp Inc., Chi- 
cago, effective Dec. 1. He succeeds | 
Daniel Van Dyk, who will continue 
with the company as a member of 
both the executive committee and 
the board of directors and as coun- 
sel to the company. 


Appoints Fred Wittner 

Clay-Adams Co., New York 
manufacturer of instruments, lab- 
oratory specialties and teaching 
aids for the medical and allied 
sciences, has named Fred Wittner 
Advertising, New York, to handle 
promotion. Mostly spreads in eth- 
ical publications will be used. 
Winston-Kane is the previous 
agency. 


Appoints Poyntz Agency 

K. N. Crowder & Co., Toronto, 
has appointed Alford R. Poyntz 
Advertising, Toronto, to direct ad- 
vertising for its Leco Latch mag- 
netic cupboard door catches and 
Kennatrack sliding tracks and) 
sliding door hardware. Plans call 


for a consumer drive following a 
present trade campaign. 


KFI Names Kemble, Others 
Edward Kemble, manager % 
KDB, Santa Barbara, Cal., for 
past three years, will join 
Los Angeles, as an account exe 
tive about Jan. 1. Also added 
the staff of KFI and KFI-TV 
Rodney Coulson, who will hand 
press contacts. He was formefml 
manager of KBUC, Corona, 
Mr. Coulson succeeds Ron Mai 
ders, who has been named to hale 
dle the station’s grocery merchai- 
dising activities. ' 


Kate Smith Signs Durkee 

Durkee Famous Foods divisi@n 
of Glidden Co., Cleveland, is spam 
soring 15 minutes of the new Kaegl 
Smith television show every Wer 
nesday afternoon on NBC. Durkee 
is featuring its own Grade AB 
margarine. Meldrum & Fewsmilt 
Cleveland, handles the advertisimg 
for Durkee margarine. 


= 2th pad cae 


Promotes William Brigham 
William T. Brigham has bee 
named by National Distillers Proll 
ucts Corp., New York, as assistal 
sales manager in charge of 0a 
tional sales on Kentucky Contrate 
brands and Old Crow. He has bee 
with the company for 13 years. 
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MATRIX COMPANY 


S17 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS _ 
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NEW SUBSCRIPTION ORDER FORM 


Please enter my Advertising Age subscription for 


(1) 1 Yr. at $3 ( 52 issues) Oo Payment enclosed ie is ‘ ‘ < , ial 
() 2 Yrs.at$S (104 issues) — [) Bill me ee 


ais 
' (1) 3 Yrs. at $6 (156 issues) () Bill my firm 


NaME 


Firm 


STREET 


Crry. 


But send my weekly copies to 


Home Appress 
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1 mapertising Age, December 4, 1950 


Los ANGELES, Nov. 30—Globe 
Bottling Co. is now offering its 
Greme-O-Coco, a carbonated choc- 
plate beverage, on a franchise 
basis in principal cities. The move 
has been made as a result of the 
unprecedented sales success of the 
beverage since it was introduced 
jast May. 

The company, which has been 
in business for 26 years, has 
goubled the number of its outlets 
i the six months since the new 
@rink was brought on the market. 
This has zoomed sales (19 trucks 
have been added) because, aside 
from Creme-O-Coco, Globe pro- 
Buces a full line of soft drinks un- 
Ger the Wilshire Club name. Along 
with Creme-O-Coco, the new out- 
lets are handling that line. 

The success of Creme-O-Coco 
is attributed to two things: (1) 
The quality of the drink itself. 
Although chocolate is America’s 
favorite flavor, until now it has 
not been possible to produce a 
thocolate flavor that would stand 
up. Its butterfat content has been 
the source of the trouble. This has 
been eliminated in Creme-O-Coco. 
(2) The promotion put behind the 
beverage. 


g In the past, Globe has not been 
a heavy advertiser, although it 
has used newspapers for the Wil- 
shire line. Television was chosen 
as the sole medium to introduce 
Creme-O-Coco. Don Breyer of 
Ted H. Factor Agency, which han- 
dies the account, said television 
was chosen because it was felt 
that, with the Los Angeles area 
having the nation’s highest per 
capita ownership of TV sets, tele- 
vision offered the most dynamic 
sales impact. This was deemed 
particularly important with a new 
product. 

Globe still sponsors the pro- 
gram which launched the bever- 
age, “Hollywood Road to Fame,” 
on KTSL, one hour a week, Fri- 
day nights. It was chosen in the 
belief it has appeal for both juve- 
niles and adults. Very often it is 
difficult for a beverage manufac- 
turer to reach both these separate, 
but equally important segments of 
his market potential, Globe be- 
lieves. 


s The program, emceed by Nils 
T. Granlund, is designed to give 
unknowns a chance for fame. By 
conveying to the viewer the feel- 
ing that the sponsor is trying to 
help young people, Globe feels it 
gets a reaction that builds both 
brand loyalty and good will. Com- 
mercials plug Creme-O-Coco prin- 
tipally, but the whole of the Wil- 
shire Club line also is promoted. 

Creme-O-Coco spearheads pro- 
motion because Globe feels it is 
the one beverage that cannot be 
substituted for. Dozens of bottlers 
produce the standard range of fla- 
vors, but Creme-O-Coco is the 
only chocolate carbonated bever- 
age, according to Globe. Demand 
created for the new beverage thus 
serves as a bellwether for the 
Whole line and has been help- 
ful in getting it into several de- 
sirable food chains. 

Several gimmicks have been 
used on the program from time to 


ELIZABETH 


NEW JERSEY 
A Wealthy Market For Your Product 
Covered By The 


ELIZABETH DAILY JOURNAL 
1. Metropolitan high spot ef New 
Jersey. 
» Union County market index 115. 
- Net buying income $634,201,000. 
- Retail sales $330,948,000. 
ASK FOR ADDITIONAL MARHET FACTS 


Nationally Represented by 
WARD-GRIFFITH CO. 


THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
IN ALL PRINCIPAL ADVERTISING CENTERS 


GET OUR CITY ZONE FOLDER 


a - 
_ 


e Set 


Globe Bottling Credits TV Promotion with 
Doubling Outlets for New Creme-O-Coco 


time. Early in the introductory 
phase, viewers were offered a cou- 
pon entitling them to six bottles 
free, if they would send in the 
name of a store which didn’t carry 
Creme-O-Coco or the Wilshire 
Club line. Thousands responded to 
this offer. 

More recently, Globe has been 
offering a premium of a stainless 
steel knife, for 25¢ and two bottle 
caps. 


Mark Forbes Joins Biow Co. 

Mark Forbes, formerly with 
John Irving Shoe Corp., has joined 
Biow Co., New York, as a copy- 
writer. 


‘Good House’ Names McGill 


pointed Cleveland manager of 
Good Housekeeping. 
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Media Records Moves Best Joins ‘Extension’ 

_Media Records Inc., San Fren-| Hil F. Best has joined Extension, 
cisco, has moved its office to 355| Chicago, as Detroit manager of the 
' Stockton St. | Michigan and Ohio territory. 


Thomas J. McGill has been ap- 
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G. D. Crain Jr. Says... 


Trade Franchise Is Important, Too 


The remarks of E. B. Weiss, di- 
rector of merchandising of Grey 
Advertising Agency, at the recent 
forum of the Chicago Tribune 
(AA, Nov. 20), in which he under- 
scored the importance of the con- 
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sumer franchise and the relative 
unimportance of equal trade ac- 
ceptance, are likely to be chal- 
lenged by many experienced mer- 
chandisers. 

While Mr. Weiss carefully con- 
fined his discussion, of preselling 
the consumer through aggressive 
advertising as a means of insuring 
trade cooperation, to the situation 
represented by the 400 major dis- 
tributors of the country, his con- 
clusions may be interpreted by 
many as applying to all trade re- 
lations. 


a While it is true that the big de- 
partment stores, chains and super- 
markets are interested in their 
own brands, and therefore may 
promote them through advertising 
and store display ahead of manu- 
facturers’ brands, it doesn’t nec- 


essarily follow that consumer ad- 
vertising alone will get a national 
brand top billing in stores of this 
kind. 

Only recently a sales executive 
of one of the largest food packers 
of the eountry related the details 
of a major selling job which had 
just resulted in winning a place 
on the shelves of a leading food 
chain, which up to that time had 
managed to do business success- 
fully without stocking this packer’s 
leading product, which is No. 1 in 
national sales in its line. 


m While everybody agrees that 
consumer acceptance, developed to 
the point where it becomes a def- 
inite franchise, is invaluable, there 
is no reason to discount the part 
leading merchants can and do play 
in enhancing the position of the 
national brand in their own com- 
munities. In fact, the every-day 
process of selling retailers, big and 
little, on the consumer acceptance 
of national brands is a constant 
demonstration of the fact that 


manufacturers and their agencies 
recognize the powerful position oc- 
cupied by the retailer in the mer- 
chandising picture. 

One of the outstanding drug 
product success stories of this gen- 
eration concerns a dentifrice which 
became a best seller nationally en- 
tirely through advertising. At first 
this company did little or no trade 
contact work. Today it has a big 
sales organization which works at 
every level of the wholesale and 
retail trade, including the chains, 
to see that consumer acceptance 
is capitalized in full stocks, good 
display and complete cooperation 
at the retail level. 


a Actually, the consumer and the 
trade franchise are different as- 
pects of the same thing, and should 
be developed and maintained ac- 
cordingly. Many national brands 
had strong trade acceptance long 
before they became national ad- 
vertising successes, and this foun- 
dation of good trade relations 
made the job a lot easier. Many 
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Satin Proof Enamel 
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THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
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| advertising failures have been due 
to lack of a strong trade franchige 
reflected in adequate distributiog 
and thorough education of retajj 
sales organizations, and no amount 
of consumer preselling could over. 
come the initial handicap. 

It is a startling fact that the 
greatest weakness in promotion of 
national brands is seen in poor 
transmission of the manufacturer's 
sales story at the retail counter 
Both manufacturers and merchants 
agree that better retail salesman. 
ship is the greatest need in mer. 
chandising today, but too few have 
done anything about it. Here is, 
wide open opportunity for trade 
advertising to do a broad-scale eq. 
ucational job, for repeated studies 
of business paper reading habits 
have demonstrated that the lead. 
ing trade journals in all fields are 
read not only by buyers but by 
most of the sales personnel as well, 


a That is why Mr. Weiss’ recom- 
mendation, “Focus all advertising 
effort in building the strongest 
possible consumer franchise by 
putting every advertising dollar 
into consumer advertising,” seems 
so highly debatable. Strong trade 
advertising and merchandising 
programs represent such a small 
fraction of consumer advertising 
costs that it seems illogical to dis- 
regard the powerful selling job on 
both retailers and their salespeople 
that can be accomplished through 
trade advertising which builds 
trade acceptance right along with 
consumer acceptance. 

Supermarkets and other self. 
service establishments have made 
retailing something of a robot op- 
eration, as far as the consumer is 
concerned. But no merchant re 
gards himself as an automatic 
vending machine. He is first of 
all a human being, and while he 
is interested in profit as a means 
of staying in business, he is also 
interested in the good will of his 
customers, who he knows have a 
well developed acceptance of lead- 
ing national brands. 

The manufacturer and the mer- 
chant are really partners in serv- 
ing the public. Looked at from this 
standpoint, they have a mutual in- 
terest in getting good merchandise 
into the hands of consumers in the 
way most acceptable to them. 
Building a consumer franchise 
ought to involve a simultaneous 
development of the strongest pos- 
sible trade acceptance and cooper- 
ation. 


Art Directors Honor Seven 


The Art Directors Club of Cleve- 
land honored seven top winners 
in its second annual competition. 
Artists receiving first awards 
were: Evaline Ness, of Gibbons- 
O’Neill Inc.; William Ward and 
Emil Kenney, both of Lustig Ad- 
vertising; Tony Dennison and Wil- 
liam Richards, of Buton Inc.; 
Clark Robinson, of McCann-Erick- 
son, and Lou Federman, head of 
his own studio. 


Plomb Tool Names Rich V. P. 


Lawrence M. Rich has been ap- 
pointed vice-president and general 
sales manager of Plomb Tool Co., 
Los Angeles, manufacturer of 
hand tools. He also will supervise 
sales operations of the company’s 
subsidiaries. Mr. Rich was former- 
ly director of sales of Durkee-At- 
wood Co., Minneapolis. 


In CANADA . 
39% of the 
English-speaking Families 
- read 
The STAR WEEKLY 
Ask for Information 


WARD-GRIFFITH CO. 


IN ALL PRINCIPAL ADVERTISING CENTERS 
GET OUR CITY ZONE FOLDER 
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Standard Oil (Ind.) 


Starts Campaign for 
fKing-Size Gas Buy’ 


(Picture on Page 1) 
Cuicaco, Nov. 29—Standard Oil 


tising and sales promotion cam- 
paign for its “new 1951 Standard 
Red Crown gasoline,” in the 15 
midwestern states where the com- 
pany markets its products. 

Newspaper advertising will run 
in 1,179 weekly and 543 daily 

pers and will range in size from 
136 to 1,175 lines. There are 11 
ads in the series, but not all papers 
will carry every ad. One of the 
ads will appear in color in some 
newspapers where r.o.p. color is 
available. 

Central theme of the newspaper 
campaign is that the new gas is 
a “king-size gas buy,” and each ad 
will show a Red Crown being 
placed on the motorist’s head. 

Television advertising includes 
live commercials on the Wayne 
King show (NBC, Thursday, 9:30- 
10 p.m., CST) and the “Chicago 
Bears Quarterback Club” (WBKB, 
Tuesday, 9:30-10 p.m., CST) in 
Chicago. 


s Radio advertising calls for 182 
commercials per week on news- 
casts and sports broadcasts spon- 
sored by Standard over 29 stations. 

In addition to newspaper, tele- 
vision and radio, Standard will 
use three 24-sheet posters, Red 
Crown cut-out pennants, service 
station curb signs, and a volatility 
demonstrator. 

A Standard service station cut- 
out game is being offered for sale 
to dealers as a giveaway for chil- 
dren. Two direct mailings will be 
made to credit card customers, and 
a broadside is being mailed to 
dealers outlining the extent of the 
campaign. 

McCann-Erickson here handles 
the account. 


Names Dowd, Redfield 


Joseph H. Meyer Bros., Brook- 
lyn, N. Y., Richelieu pearls, has 
switched its accqunt from Moore & 
Hamm to Dowd, Redfield & John- 
stone, New York. S. Stroock & Co., 
New York, woolens, also has 
placed its advertising with Dowd, 
Redfield & Johnstone. Stroock was 
previously handled by Robert W. 
Orr & Associates. 


\WMAQ Appoints Meyers 


Howard B. Meyers, a member 
of the national’sales staff of Na- 
ional Broadcasting Co., has been 
named sales manager of WMAQ, 
Chicago. He succeeds Edward C. 
Cunningham, who has been trans- 
frred to the radio division of NBC 
tational spot sales in Chicago. 


Names W. B. Johnson 


W. B. Johnson, formerly assist- 
at advertising manager of John 
Jelke Division of Lever Bros. 
Co., has been named assistant ad- 
vertising manager of heating 
equipment, Ingersoll Steel division, 
ae wanier Corp., Kalamazoo, 
ich. 


Joins Casanova & Van Orman 


Charles E. Mahony, formerly 
with Penthouse Studios, has joined 
Casanova & Van Orman Advertis- 
ing Art Service, New York, as con- 
sultant art director and account 
executive. 


LYNCHBURG 


VIRGINIA 
An Industrial Center, A Virginia Key 
City Reached Through 
THE LYNCHBURG NEWS & ADVANCE 
1. Effective buying income 
$66,994,000. 
2. Quality of market index 118. 
8. City zone population 47,241. 
4. Lynchburg cannot be sold from 


the outside. 

ADVERTISE IN LYNCHBURG-GET OUR MARKET FOLDER 
Nationally Represented by 

WARD-GRIFFITH CO. 


THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
IN ALL PRINCIPAL ADVERTISING CENTERS 


Co. (Ind.) has launched an adver- | 


SPEAKER QUIZZED—When Carl K. Tester (holding paper), vice-president and gen- 
eral manager of Philip J. Meany Co., Los Angeles agency, and vice-chairman of the 
Pacific Council, American Association of Advertising Agencies, finished speaking 
on “Advertising in Wartime Shortages” at the November meeting of Southern Cal- 
ifornia Broadcasters Assn., he wos surrounded by questioners John Hansen, ad- 
vertising and promotion manager of ABC, Hollywood; Harry Engel, commercial 
manager, KVEN, Ventura; and Peter Lombardo, sales representative of KOCS, 


Ontario, Cal. 


| Revised Edition of ‘Market 

Research Sources’ Available 

The Department of Commerce 
| has announced the availability of 
|a newly revised and enlarged edi- 
tion of “Market Research Sources.” 
The 261-page volume, covering the 
period from 1940 to 1950, places 
emphasis on postwar market re- 
search activities and references to 
sources of information on scien- 
tific methods used in measuring 
consumer needs, selecting chan- 
nels of distribution and adapting 
products and plans to current mar- 
keting conditions. The book is 
available at $2.25 a copy from the 
superintendent of documents, Gov- 
ernment Printing Office, Wash- 
ington 25, or any field office of 
the Department of Commerce. 


Aro Appoints Waters 

Ed. J. Waters, formerly with 
Allen Electric & Equipment Co., 
Kalamazoo, Mich., has been named 
sales manager of the automotive 
lubrication division of Aro Equip- 
ment Corp., Bryan, O 


Offers Type Face Guide 

Mergenthaler Linotype Co., 
oe has > gy cog of 
a type face guide, “Handy Digest 
of Today’s Most Popular Type 
Faces.” The booklet gives examples 
and sizes available of 15 type faces, 
including Baskerville, Electra, 
Fairchild, Garamond No. 3, Metro 
and Times Roman. 


NORTH CAROLINA 


A Self Contained, Isolated Market 
Reached Through The 


NEW BERN SUN-JOURNAL 
We will help you merchandise your 
campaign in the Sun-Journal to 
reach the $19,249,000 effective buy- 
ing income of New Bern. Test your 
campaign in the New Bern market. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 

Nationally Represented by 


WARD-GRIFFITH CO. 


THE WARD-GRIFFITH CO. MAINTAINS OFFICES 
IN ALL PRINCIPAL ADVERTISING CENTERS 


GET OUR CITY ZONE FOLDER 


GET OUR CITY ZONE FOLDER 


A brand of Canned Milk advertised in GRIT, holds this lead 
position in GRIT America. Almost 197,000 GRIT Families now 


use this one brand. 


GRIT is an excellent medium for other products, too: 
Another Grocery account maintains $650,000 sales volume— 
a Household Product, 17% increase in sales—a Dog Food, 


three times more sales than nearest competitor. 


Nearly three million weekly readers, in 16,000 True Small 
Towns, prove their preference for GRIT . . . and their 


confidence in GRIT-Advertised brands*. 


GRIT Families are larger. They have steady employment, 
good income. GRIT Families are brand-buyers. 98% buy 
Baking Powder, 81% buy Cake Flour, 99% buy Cold Cereals, i a 
90% buy Table Syrup, 91% buy Tea, 96% buy Shoe Polish. aim 


GRIT sells for its Advertisers . . . it can sell for you! 


WILLIAMSPORT, PA, 


31% More Sales 


than nearest competitor 
for a Food Product Advertised in GRIT 


Small Town America’s Greatest Family Weekly 
—with more than 600,000 Circulation 
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Nancy Sasser's Various Buy-Lines 
Now Being Used by 100 Advertisers 


New York, Nov. 29—With the 
recent announcement that Nancy 
Sasser’s magazine column, Buy- 
Lines, will be carried by French 
and English versions of the Cana- 
dian Reader’s Digest, beginning 

with the April, 


1951 issue (AA, |) 
Nov. 20), one of | 
the most unusual | 
and successful} 
ventures in ad- | 
vertising ap-. 
proaches the end | 
of its first de- 
cade. 

Nancy Sasser 
started her first 
advertising col- 
umn in 1941 with 
14 advertisers and insertions in 32 
Sunday newspapers. Now her col- 
umn presents commentary on the 


Nancy Sasser 


products of 100 advertisers in 65 
Sunday newspapers, 91 daily news- 
papers (once a week) and four 
national magazines. 

While the Sasser organization, 
which in °41 consisted of Nancy 
Sasser and a secretary and now 
has a staff of 35, will not revéal 
sales figures, AA was told that the 
percentage of increase in adver- 
tising dollars spent in Buy-Lines 
will show 1950 at 2,100% more 
than the base figure for 1941. 


mw Nancy Sasser is responsible for 
the column and its growth since its 
inception. After she was graduated 
from the University of Wisconsin 
in 1932, she came to New York to 
study art “because she had a knack 
at catching likenesses and was 
good at portraits.” 

While still an art student, she 


sold Bloomingdale’s department 
store the idea of starting a portrait 
studio. She did a number of por- 
traits for the store’s customers in 
oils and pastels at prices ranging 
from $25 to $75. When the portrait 
business slumped in the middle 
30s, she transferred to the depart- 
ment store’s promotion depart- 
ment. 

When her parents moved back 
to the family’s home in Raleigh, N. 
C., from West Virginia, she re- 
joined them and did portraits and 
etchings in her home town. 


ws In 1938, she conceived the idea 
of a newspaper column for shop- 
pers and sold it to the Raleigh 
Times,‘which published the first 
Nancy Sasser column, then called 
“Around the Town with the Shop 
Scout.” The column ran once a 
week and readers as weil as local 
merchants liked it. Nancy Sasser 
sold merchants on the idea of sup- 
porting it, wrote the column, and 
handled the makeup. 

With the success of the column 
in Raleigh, she went to Norfolk 


A SYMBOL THAT MEANS 


“The World’s Fastest 
Transportation Service” 


This is the symbol of Emery Air Freight. ..everywhere 
acknowledged as the “World’s Fastest Transportation 


Service.” 
Today... 


and every day... Emery is serving America’s 


leading agencies, advertisers and printers . .. making dead- 
lines they once believed impossible. 

Emery coordinates and combines the facilities of many 
different carriers...selects the fastest and most depend- 
able, both ground and air, for each individual shipment. 
And every shipment, whether a national distribution or 
a single mailing piece, gets personalized handling... all 
the way...from point of origin to destination. 

Emery is today answering America’s advertising re- 


quirements and new defense demands with maximum 
speed plus absolute control ... control maintained through 
a nationwide network of offices and agents in over 200 
cities. 

A call to your local Emery office or agent will bring 
instant action. The shipment you hope will arrive tomor- 
fe: row may yet reach you today! 


@ Get the complete story of this nation-wide, i, tee 
PERSONALIZED, high speed air forwarding 
service—call your nearest Emery office 

or mail this coupon today! 


SS ee SSS ee <a 


Magee; 
meee? 


EMERY AIR FREIGHT CORPORATION, Dept. A-2 
314 E. 39th St., New York 16, N.Y. 


Telephone: ORegon 9-1020 


Please send me, without charge, a copy of your new folder, “THE 
. WORLD’s FASTEST TRANSPORTATION SERVICE.” 


State 


EM ER Yar FREIGHT CORPORATION 


“THE WORLD’S FASTEST TRANSPORTATION SERVICE” 


General Office: 314 East 39th Street, New York 16, ORegon 9-1020 
Offices in Boston, Buffalo, Chicago, Cincinnati, Cleveland, Detroit, Newark, Los Angeles, Milwaukee, 
Philadelphia, Pittsburgh, St. Louis, San Francisco, Washington, D. C. 
Agents in all other major cities and towns in the U. S.A, 
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Advertising Age, December 4, 1950 


gr column irregularly. Pacquin’s 
hand cream still uses the column 
and has done so consistently since 


the beginning. 


g The original general base rate 
in the 32 newspapers was $18.75 
per line flat. No time or space dis- 
counts were allowed then and no 
special positions were sold. All 
rates then as now included prepa- 
ration of copy, art work, typo- 
graphy, mats and other normal 
production expenses. 

Miss Sasser arrived at her base 
rate by adding up the total she 
had to pay the newspapers on the 
open line rate and added 25% to 
cover her services. 

That was September, 1941. Three 
months later the Japanese bombed 
Pearl Harbor and the U. S. en- 
tered the second World War. The 
Nancy Sasser column practically 
went out of existence. But not en- 
tirely. It ran with only two ad- 
yertisements, Swan and Vim, on 
alternate weeks for some time, and 
then began to pick up little by 
little. By the fall of 1942 it was 
appearing regularly again in most 
of the original 32 Sunday news- 
papers. 


s Today, Buy-Lines by Nancy 
Sasser has six rate cards: for 65 
Sunday newspapers; for 91 daily 
newspapers in which the column 
appears once a week, Thursday or 
Friday; for The Saturday Evening 
Post, in which the column appears 
weekly; for Ladies’ Home Journal; 
for Good Housekeeping, in which, 
starting in January, the column 
will be carried as a four-color 
spread (it is sold out through 
1951); and, now in preparation, 
for the French and English edi- 
tions of the Canadian Reader’s Di- 
gest. 

The column will appear in the 
Canadian Reader’s Digest next 
April as a spread with four-color 
illustrations. Each issue will fea- 
ture the products of ten non-com- 
petitive manufacturers. Columns 
will appear simultaneously both in 
English and French editions with 
a guaranteed circulation of 660,- 
000. 
Contracts are ‘accepted on a 6- 
or 12-insertion basis. Total cost for 
six insertions is $4,650 ($775 per 
insertion) ; for 12 insertions, $9,000 
($750 per insertion) . 


a The format of the page will vary 
from month to month in keeping 
with magazine feature article 
style; the size of advertising units 
may vary in different issues. 

In the ten years that she has 
been preparing her columns, Miss 
Sasser has never lost sight of her 
original purpose: to increase the 
reading audience for advertising. 
She believes that to the basic ap- 
proach of display advertising, 
which appeals primarily to a see- 
ing audience, and to the approach 
of radio, which appeals to a listen- 
ing audience, her column helps to 
concentrate reader attention on 
advertising copy. 

To the impact of display adver- 


CAPTURE THE 


NEGRO MARKET 


With This POWERFUL 
NATIONAL NEWSPAPER 


Over 1,500,000 Negroes, the cream of a 
$15 billion Negro market that buys what 
you have to sell, read the new Courier 
regularly. The Courier, America's most com- 
Plete weekly newspaper, represents your 
best bet for capturing your share of this 
Yast and loyal market. And, new, with an 
Addition of an 8-page, 4-color comic section 
and @ 16-page magazine section, the 
is even more complete, better able 
"© carry your message into the homes of 
vast Negro market. There's real money 
in the Negro market —be sure you get 
your share — advertise your products in 
the new Courier. For full details write: 


INTERSTATE UNITED NEWSPAPERS 
548 Fifth Avenue, New York 


tising, she says, Buy-Lines adds 
concentration on reason-why copy, 
and helps to increase readership of 
display advertising. 


Names Katherine Neumann 


Katherine M. Neumann, former- 
ly director of the home economics 
department of Station KMBC, 
Kansas City, Mo., has joined the 
radio and television department 
of Ketchum, MacLeod & Grove, 
Pittsburgh agency. She will be 
featured on “Kay’s Kitchen,” 
which will be televised every day, 
Monday through Friday, over 
WDTYV, Pittsburgh, 1:15-1:45 p. m., 
starting Dec. 4. Sponsors will be 
the natural gas companies which 
serve the Pittsburgh area. Ketch- 
um is the agency for these gas 
companies. 


Liebenrood To Buschman 


W. Francis Liebenrood, formerly 
director of marketing, research 
and statistics of American Laun- 
dry Machinery Co., Cincinnati, has 


been named advertising manager 
of E. W. Buschman Co., Cincin- 
nati, conveyors and elevating ma- 
chinery. 


‘Toledo Blade’ Ad in ‘Washington Post’ 
Tells Why Sen. Taft Won Reelection 


WASHINGTON, Nov. 28—The To- 
ledo Blade ran a full-page ad in 
the Washington Post yesterday 
warning 12 Republican senators 
not to misinterpret Sen. Taft’s (R., 
O.) recent reelection. 

The 12 senators addressed are 
described by the Blade as “mem- 
bers of the liberal, progressive, 
international-minded wing of the 
Republican party.” 

Despite Sen. Taft’s claims to the | 
contrary, the Blade says it wants | 
these senator$8 to know that: (1) | 
the administration’s foreign policy 
was not repudiated in Ohio on Nov. | 
7; (2) that McCarthyism is not | 
rampant in Ohio; and (3) that 
Sen. Taft is “not our favorite son 
in any presidential sense.” 


= Because Taft’s opponent, “Jump- 
in’ Joe” Ferguson, ducked all con- 
troversial issues, it is impossible 
to say that Taft’s election repre- | 
sented an expression of opinion by | 


| vote majority, 


45 


| Introduces New Champagne 
| President champagne, a new 
| product of T. G. Bright & Co., 
Niagara Falls, Ont., is being in- 
troduced to the Quebec market. 
An intensive a in | 
- : ‘ papers and hotel publications wi 
The sole issue in the campaign, | run throughout December. Presi- 
according to the Blade, was dent is said to be the first Canadi- 
whether or not Ohio would sub-| an champagne to be fermented in 
mit to political domination by the|the bottle similar to the French 
labor, bosses. | process. Canadian Advertising, To- 
The Blade supported Taft in the | Tonto, is the agency. 
campaign, although with some 
misgivings, and as for his 430,000- Du Pont Promotes Gamble 
“Never were more votes cast for|™@n of Cordura high-tenacity 


- , |rayon for E. I. du Pont de Ne- 
any candidate with less en-| mours & Co., Wilmington, has 


thusiasm and greater reserva-| been named assistant sales man- 


tions.” ‘ager for that product. 
TOY is a $300 MILLION Business! 
40 millien youngsters demand teys. Distributers regularly read 


TOYS AND NOVELTIES, “The Voice of the Industry”. Contact us for further information. 


TOYS & NOVELTIES ot unas 


CHICAGO 1, ILL 


the voters on any of these issues, | 
the Blade ad continues. 


..elike California without the 
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THE SACRAMENTO BEE 


in 19-county trading area. 


Of all newspapers in the 
West, Media Records rank 
it 2nd in total daily adver- 
tising linage. Reaches 9 out 
of 10 families in ABC city 
zone... half of all families 


Are you missing the rich inside part of Califor- 
nia? You are, if you're counting on San Fran- 
cisco and Los Angeles papers to cover inland 


THE MODESTO BEE 


Reaches 9 out of 10 families 
in ABC city zone. . . half of 
all families in Stanislaus Coun- 
ty. The only daily paper in 
Modesto — the city with per 
capita food sales 326% above 


California — the Billion Dollar Valley of the Bees. 
That's a market geographically independent of 
the Coast — with almost as many people as De- 
troit . . . higher food sales than Philadelphia* — 
and one you just don't cover unless you schedule 
its own leading papers. 

Those are the three McClatchy papers — The 


Sacramento Bee, The Modesto Bee and The Fresno 


Bee. No other newspaper combination comes close 
to their Valley coverage. For more data on them 
... and on Valley buying habits . . . get the 1950 
Consumer Analysis. Write McClatchy Newspapers, 
Sacramento 4, Calif. 


*Sales Management's 1950 Copyrighted Survey 


*. y US. average! 
TT + \ ee 
. THE FRESNO BEE 
Largest newspaper between 
THE / S.F. and L.A. Reaches 9 out 
BILLION: of 10 families in ABC city 
Francisce zone ... half of all fami- 
= ts ; ‘ lies in 4-county ABC trad- 
' DOLLAR ing area—where total retail 
\ VALLEY | sales top 14 billion. 
a 
e % 
‘ q 
: OF THE 
BEES 


» MClatchy Newspapers 


National Representatives ... O'MARA & ORMSBEE, INC. 


New York * Los Angeles * Detroit * Chicazo * San Francisco 
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three times 


“FOR HALF THE COST... 


This little story has to do with a classified advertiser 
who used the same copy in two advertising papers— 
4” in ADVERTISING AGE, 5” in the other. Result: 
ADVERTISING AGE produced 32 sales against 18 
produced by the other paper. 

In recapitulation, the advertiser reported: “Thus, 
for about half the cost, ADVERTISING AGE pro- 
duced nearly twice the volume of business, and over 
three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s 
where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!” 


“Advertising Market Place” 


No. 3814. Map of the St. Louis Re- 
tail Trading Zone. 


Market and media data, as well 
as a map of the St. Louis retail 
trading zone and the surrounding 
area, for selling the St. Louis mar- 
ket is offered by the St. Louis Star- 
Times. It contains linage figures 
for the St. Louis newspapers, cir- 
culation, and retail sales for the 
market area served. Data on the 
various services offered are con- 
tained in this attractive brochure. 


No. 3815. The Lumber and Build- 
ing Products Market. 


Statistics and trends on the $16% 
billion lumber and building prod- 
ucts market, its size and scope, 
as well as a detailed analysis of 
the methods of distribution are 
contained in this 1951 media data 
file offered by the American Lum- 
berman & Building Products Mer- 
chandiser. One of the highlights 
of the study is a report on the pub- 
lication’s second annual survey of 
retail dealer selling practices. 
Other information includes market 
coverage, circulation, editorial and 
advertising service offered by the 
publication. 


No. 3816. Market and Media Data 
of Station KWTO. 

This study conducted by the 
Broadcast Measurement Bureau 
rates the three radio stations serv- 
ing Springfield, Mo., and _ the 
greater Ozarks empire market. It 
presents maps and station data by 
counties and cities, number of ra- 
dios in homes, day and nighttime 
audiences and the buying power 
of the families in the market area. 
The study is offered by Station 
KWTO. 


No. 3817. Study of Industrial Cov- 
erage. 

Media data consisting of a com- 
plete breakdown of circulation by 
industry, by job function and by 
geographical distribution, is con- 
tained in this brochure offered in- 


dustrial marketers and advertising 
personnel by Industrial Mainten- 
ance. Included are significant cos‘ 
comparisons for media in the field, 
together with other valuable mar- 
keting information. 


No. 3818. The Southwest Farm 
Market. 


Market and media data for sell- 
ing the “Southwestern Plains 
State,” made up of portions of New 
Mexico, Colorado, Kansas, Okla- 
homa and Texas, is offered in this 
attractive four-page folder by 
Southwestern Crop and _ Stock. 
Printed in three colors, with a die- 
cut front, the folder contains a 
box score giving the farm value, 
annual cash farm income, area by 
square miles, and crop production 
figures for these states as against 
that for the top ten states in the 
country. 


No. 3819. Buying Facts on the 

Capital Market. 

Using the sale of new cars as 
the yardstick for measuring the 
potential sales market for every 
kind of merchandise, the Wash- 
ington Times-Herald has released 
a new market data book called 
“Now You Can Tell,” which in- 
dicates the change that has oc- 
curred in the actual volume of 
purchasing accounted for by each 
economic level in the District of 
Columbia. Printed in five colors 
and consisting of some 40 pages, 
it is well tabulated with tables, 
charts and maps. 


No. 3822. Billion Dollar Spokane 
Market. 


Basic market data compiled to 
help advertisers make more sales 
in the Spokane (Wash.) market 
are presented in this new folder 
offered by the Spokesman-Review 
and Spokane Daily Chronicle. It 
contains information on popula- 
tion figures, market income, farm 
income, retail sales, circulation 
and bank deposits. 


Note: Inquiries for the items listed above will not be serviced beyond Jan. 15. 


200 E. Illinois St., Chicago 11, Ill. 


Please send me the following (insert number of each item wanted 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


—please print or type) 

NAME TITLE 
COMPANY 

ADDRESS 

CITY & ZONE STATE 


Rates: 


THe ADVERTISING Marker PLace 


75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 49 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 
ceding publication date. Display classified takes card rate of $13.25 per 
celumn inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


aeenatiemea aameeennaian 


POSITIONS WANTED 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 


Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 


SPACE SALESMAN WANTED for eastern 
territory with New York headquarters, 
by official publication that is leader in 
its field. Good starting salary with ex- 
cellent opportunity for advancement. Ex- 
perience in health field desirable. 
Box 3486, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Th. 


Advtg. Asstant—Industl............cccccccc000- $5000 
Advtg. Mgr.—Petroleum Exp.. .$ 
Printing Sales—California...................... 
SHAY AGENCY 
30 w. Washington _ Chicago 2, Ill. 
WANTED 
Artist with well-rounded abilities, good 
background and experience. For progres- 
sive 


Western New York art studio. 


Capable of doing quick, realistic illustra- | - 


tions as well as high quality work in 
black and white and full color. Excellent 
opportunity. Write complete details. 

Box 3492, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Bookkeeper- ‘Secretary with advertising 
experience has excellent opportunity with 
fast-growing, congenial agency group. 
Attractive, modern offices, convenient to 
rail transportation. Five day week. Give 
exp, education, marital status, salary 
anticipation in strict confidence. 

Box 3493, ADVERTISING AGE 

200 E. Illinois” St., _ Chicago 11, Lil. 


Space Sal sesssseeese $3,500 


Heavy Machy Field 
GEORGE WILLIAMS—PERSONNEL 
209 S State St. HA 717-2063 Chicago 4 


There is an important vacancy as Asso- 
ciate Editor of Metal Progress, monthly 
magazine of the American Society for 
Metals. A man is needed who has had 
some years of engineering or operating 
experience in a metal producer or con- 
sumer’s plant, who has the ability to 
write clearly and concisely, and who is 
making his future career in editorial 
work. Location: Cleveland. All _ cor- 
respondence will be held in strictest con- 
fidence, and should be addressed to 
Ernest E. Thum (Personal), Editor, Metal 
Progress, 7301 Euclid Ave., Cleveland 3, 
Ohio. 


Desirable Openings For 
ADVERTISING 
EDITORIAL 
ART PERSONNEL 
Ask for ELINOR KENT 
MONARCH PERSONNEL 
28 _E. Jackson Rm. 1114 Wa 2-9400 Chgo 


SALESMAN 
Nationally known successful business pa- 
per, membership in ABC & ABP has op- 
portunity on sales staff in Chicago and 
midwestern territory for experienced 
space salesman, age under 40. State ex- 
perience, education, earnings, etc. Start- 
ing salary $6,000 to $7,000, depending upon 
present earnings, plus commission and 
expenses. Replies will be held in strict 
confidence. Our salesmen know of this 
advertisement. 
Box 3497, ADVERTISING AGE 
2uu E. Illinois St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr- 2 0115 Chicago 


POSITIONS WANTED 


TV EXPERIENCED Young Woman. Origi- 
nator of proven live television programs. 
Written and produced local and national 
film spots. Agency and station experience. 
Wishes to change location. For further 
information, write 

Box 3491, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ti. 


ASST. AD. MANAGER 


I offer valuable experience as admgr and 
as mkt res. mgr. of promotional proprie- 
tary acct. and as media analyst. Can 
render valuable service and produce ideas 
which will justify interview. For resume 
and descrip. of 3 tested ideas, call H. G. 
Fortune, Bureau of Advertising, 360 N. 


Michigan Avenue, STate 2-8681, Chgo_ =: 


ART DIRECTOR 
Creative artist. 4-A agency exp. Layout, 
art, production. 8 yrs, in adv. Midwest. 
Box 3494, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
AFFABLE ALBEIT ALERT 
young fellow, college, single, over 4 yrs. 
inside advertising experience, eager for 
outside media sales work. Would travel. 
Box 3496, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


TWO-HEADED MAN 
NEEDS SURGERY !!! 
or Employer who can use both 


The fieid salesman has proved himself; 
the creative man wants his place in the 


sun.... 
io yeem Fen selling experience bs BR 
rials—instituti Ay 


tors—paint and hardware jobbers a 
dealers—many more. , Cone ee knowl- 
edge of advertising—sales manuals—bul- 
~ aman = = of sale tech- 
niques . drawer correspondent. 
Now ready for Nide a hy in advertising— 
sales promotion or management. 
Put this wealth of field. experience to 
work for you. Age 32—happily married— 
family—draft Toeaton. “Ba La a gear 
prefer Chicago location. Background and 
sales record 


Bes 7762, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Successful space salesman, who, over 
period of years, has developed valuable 
contacts with executives of important adv. 
agencies and mfrs. in middie west, is 
available for representation of progressive 
trade paper in same area. Knows what 
clean constructive space selling means 
and practices it. Consider straight comm. 
basis if also represent other non-com- 
petitive paper. 

Box 3495, ADVERTISING AGE 

200 E. Lllinois St., Chicago 11, Il. 
SOMEWHERE THERE’S A PUBLISHER 
desiring this advertising tyro on his mid- 
western staff. Extensive mail order and 
catalog experience. Proven writing ability. 
Marr.ed; coll. grad; draft exempt. 

Box 3498, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


PUBLISHER’S REPRESENTATIVE 
If you want an aggressive Chicago repre- 
sentative with more than order-taking 
ab‘lity-14 years in Chicago advertising- 
let’s get acquainted! Loop office. Ready 
for action now. 
Box 3499, ADVERTISING AGE 
200 E. Illinois St., Chicago Ul, Ill. 

MISCELLANEOUS 

SALES MANAGERS—Want a distinctive, 
original Christmas gift package for your 
customers this year? Send for informa- 
tion about new Popcorn Village Gift 
POP’N’KITS. Popcorn Village, Box 278, 
Nashville, Tenn. 


Pictures Used to 
Tell Advertising 
Story In New Book 


New York, Nov. 29—“Advertis- 
ing Work Told with Pictures” is 
a book that does just what the 
title implies—it tells the behind- 
the-scenes story of advertising by 
means of more than 400 pictures 
plus explanatory text. 

More than $10,000 worth of 
photographs and $2,500 worth of 
engravings went into the finished 
volume, which sells for $7.50. 

In addition to general chapters 
on advertising work, agencies, and 
retail advertising, the book con- 
tains specific chapters on each of 
the different media; on advertis- 
ing materials—paper, art, engrav- 
ings, etc.; and on methods—letter- 
press printing, lithography and 
silk screen printing. 

The volume is edited by Lester 
Olsen, president of Olsen Publish- 
ing Co., Milwaukee, and was pre- 
pared under the joint sponsorship 
of the Milwaukee Adveriising Club 
and the Graphic Arts Guild of 
Milwaukee. It is published by 
Funk & Wagnalls Co. in associa- 
tion with Printers’ Ink Publishing 
Co. 


Publishes Consumers Guide 

Kashruth Consumers Guide, 799 
Broadway, New York 3, has begun 
publishing a monthly magazine, 
with the same title as the corpora- 
tion, dealing with “all phases of 
Jewish life, stressing ‘kashruth’ or 
the observance of Biblical dietary 
laws.” Rabbi Max Felshin is edi- 
tor and Sol Klapper is advertising 
director of the magazine, which 
had an initial mail circulation of 
62,000. Subscription price is 25¢ 
per copy or $2.50 a year. 


Hilton-Davis Expands 

Hilton-Davis Chemical Co., Cin- 
cinnati, a division of Sterling Drug, 
will expand its sales and services 
to the printing ink, paint and var- 
nish industries on the Pacific 
Coast, and has appointed two new 
representatives, Leslie C. Green 
Co., San Francisco, and L. H. But- 
cher Co., Los Angeles. Both com- 
panies will provide warehousing 
facilities for Hilton-Davis prod- 
ucts. 


DPs from West to Meet 

Pacific Coast Displaced Persons 
will hold its next no-host luncheon 
Dec. 13 at the Hotel Lexington, 
New York. This will be the fourth 
semi-annual get-together of for- 
mer West Coast advertising and 
promotional men. As usual, there 
will be no speeches, no dues and 
no agenda. Eligible men are in- 
vited to get in touch with Ernest 
A. Mennell of Moloney, Regan & 
Schmitt, New York. 
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PALISADES PERCH—This new Eastern Air 


Lines sign is 90’ high, 200’ long and 
400’ above the Hudson River. 


Eastern’s Neon 
Sign Is Largest 


Ever Constructed 


New York, Nov. 27—Newest 
spectacular atop the Palisades 
across the Hudson River from this 
city is the world’s largest neon 
sign, erected by Eastern Air Lines 
at a cost of $2,500,000 (for con- 
struction and maintenance over a 
ten-year period). 

Situated 400’ above the Hudson 
at a point opposite 125th St., Man- 
hattan, the sign towers 90’ high 
and spreads over a length of 200. 

The top portion of the three-tier 


sign, constructed by Artkraft 
Strauss Sign Corp., New York, } 
carries a replica of Eastern’ 


duckhawk symbol that measures 
40’ in diameter. On a line with 
the duckhawk are the words “Fly 
Eastern” in letters 25’ high. The 
bottom line carries the words 
“Miami-Miami Beach.” 

Sandwiched between these isa 
motograph, 20’ high and 200’ long, 
which requires 15,000 bulbs to 
flash messages at the rate of 
120 words a minute. The moto- 
graph gives current Greater Miami 
temperatures and other informa- 
tion about the resort area. 


ws Eastern’s new sign eats electric 
power like crazy—using 5,400,000 
watts between 4 p.m. and 1 am. 
each night. This is enough elec- 
tricity to light about 6,000 six- 
room homes. The sign required two 
and a half miles of neon tubing 
and 2,000,000 feet of wiring. 

According to Eastern, the sign 
can be read at a distance of about 
eight miles on a clear night, while 
light from it can be seen froma 
plane 25 miles away. The sign is 
legible at three miles during the 
daytime. 

Eastern said 1,500,000 Manhat- 
tanites live within reading distant 
of its spectacular and added that 
the sign was visible to passengefs 
in about 350,000 cars on Hudson 
River Drive and Riverside Drive 
in a 24-hour period. The compaly 
estimates that 30,000,000 auto pa® 
sengers will pass the sign evély 
month. 


Dant Names Byer & Bowman : 


Dant Distillery Co., Dant, Ky 
has named Byer & Bowman, C0 
umbus, O., to handle the advertit 
ing in Ohio for J. W. Dant Ket 
tucky straight bottled in 
bourbon- whisky. The curre 
newspaper campaign in maj 
Ohio markets is based on t# 
theme, “You Can’t Beat J. 
Dant.” 


Appoints Peter Holliday 


Peter G. Holliday has 
named sales manager of the new 
formed contract manufacturing 


vision of Liquid Carbonic Compa# 


Chicago, 
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New YorK, Nov. 28—Joseph 
Jacobs Advertising & Merchandis- 
ing Inc. and Pulse Inc. have come 
up With a new population break- 
down of New York’s five boroughs. 

The figures contained in the re- 

are based on personal inter- 
yiew surveys, 1940 census statis- 
ties concerning the foreign popula- 
tion, and 1950 census estimate 
(September) of New York’s pop- 
wlation. The tabulation was de- 
signed to give information on for- 
ign derivative homes and “Gro- 
coes” homes. 

The term Grocoes (Generations 
Removed from Old Country or 
English Speaking derivative) was 
applied to those persons living in 
homes in which the housewife or 
mother of the housewife “is at least 
two full generations removed from 
the old country or is an English 
speaking derivative (native Negro 
families were counted in this 
group) .” 

A foreign derivative was de- 
fined as being “a person living in 
a home in which the housewife or 
mother of the housewife was born 
in a non-English speaking coun- 


try.” 


a The percentage breakdown in 
the report shows that Grocoes 
make up 33.5% of New York’s pop- 
ulation, based on the September 
1950 estimate of 7,841,610 total. 

The foreign derivative group, in- 
cluding Italian, Russian, German, 
Polish, Austrian, Puerto’ Rican, 
Hungarian, Rumanian, Czech, 
Swedish, Norwegian, French and 
Greek, accounted for the remain- 
ing 66.5%, or 5,211,790. 

In addition, data was obtained as 
to the respondent’s religion. Ac- 
cording to the report, “The best 
estimate for the Jewish population 
was 31.9% or 2,501,500 people. The 
Jewish homes break down into 
94% foreign derivatives and 6% 
Grocoes. Thus, 150,000 Jewish peo- 
ple are classified as Grocoes.” 
The report also gives a general- 
ized breakdown of media directed 
toward foreign, Grocoes and Jew- 
ish groups. Foreign media include 
240 foreign language and racial 
newspapers and magazines, plus 
six radio stations broadcasting in 
15 different languages. 


s Three major Jewish newspapers 
and one radio station make up the 
Jewish media, according to the re- 
port. “There are eight large metro- 
politan daily newspapers, dozens 
of sectional newspapers, and nine 
large commercial radio stations 
plus TV and other media whose 
influence is primarily on the Gro- 
toes segment,” the report adds. 

The report explains that “we 
had to invent the name Grocoes. 
In breaking down and explaining 
New York’s difficult. population 


Picture, it is easy enough to name 
the various foreign, racial and 
Jewish groups. But what about the 
Irish, the Yanks and Dixies—the 


‘OF any other time. You always save time, 
money, and worry when you use the FOTO- 
TYPE system of type preparation. Eliminates 
Costly metal type and slow, old-fashioned type- 
*tling methods entirely. Anyone can use it. 
Just slide die-cut letters into self -aligning com- 
Posing stick and mount on layout ready for 
f production. Faster, easier, cheaper. Send for 
"ee catalog. No type used in this ad! 
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Grocoes and Foreign Derivatives Make Up 
New York’‘s Population in New Survey 


old American stock? They're Gro- 
coes ... 2,629,820 of them in New 
York—of which 525,400, or 20%, 
are Negro.” 


Copeland Names Bennett Co. 
Copeland Displays, which for- 
merly advertised direct, has ap- 
pointed Victor A. Bennett Co., 
New York, to handle advertising 
and promotion. Newspapers, maga- 
zines and direct mail will be used. 


Appoints Alport & O’Rourke 


Arctic Feather & Down Co., Se- 
attle, maker of clothing and sleep- 
ing bags, has appointed Alport & 
O’Rourke Advertising Agency, San 
Francisco and Portland, Ore., as 
its agency. 


Purity Flour Starts Push 

Purity Flour Mills Ltd., Toronto, 
for its Purity flour, is using farm 
papers across Canada in a winter 
and spring drive. McKim Adver- 
tising, Montreal, is the agency. 


Blakiston Promotes Three 


Gilbert S. Cooper has been 
named sales manager and educa- 
tional director of Blakiston Co., 
Philadelphia, medical and scien- 
tific publisher. He was formerly 
educational representative in 
Pennsylvania, Ohio and Michigan. 
John M. Wehner Jr., advertising 


manager, has been appointed as- 
sistant sales manager in charge of | 
retail sales, sales promotion and | 
coordination of advertising and | 
sales. Laura Perry, formerly as- 
sistant advertising manager, has 
been named advertising manager 
in charge of direct mail, space ad- 
vertising and publicity. 


Don McGee Joins KTMS 


Don McGee has joined the sales | 
staff of KTMS, Santa Barbara, Cal. | 
He had been publicity director for | 
Santa Barbara’s recent Community 
Chest campaign. 


White Names Baker A. M. 

Mrs. Helen Baker has been ap- 
pointed advertising manager of 
White Sewing Machine Corp., 


Cleveland. She joined the com- 
pany in June, 1949. 


Kaumagraph Names Archibald 


David W. Archibald, formerly 
in the product development de- 
partment of the cellophane divi- 
sion of E. I. duPont de Nemours 
& Co., has joined Kaumagraph Co., 
Wilmington, Del., in a sales-serv- 
ice capacity. 


Jenkins Names MacRae V. P. 


Donald MacRae, with Bronson 
West, Advertising, St. Paul, until 
it ceased operation shortly after 
the death of Mr. West last Sep- 
tember, has been appointed vice- 
president of Ray C. Jenkins Ad- 
vertising Agency, Minneapolis. 
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through newspapers 


with REILLY PLASTICTYPES 


ATURALLY, you sell a product like food 
N through newspapers. But are you sure of 
getting natural reproduction for that all-impor- 
tant taste appeal? 

Not unless you use Reilly Plastictypes. Then 


“ay 


every tone reproduces sharply and clearly. No 
detail is lost. Perfect uniformity is maintained 
throughout. Whatever the product, all its inher- 
ent advantages are shown at their newspaper 
best for greater eye appeal—greater sales appeal. 

Why Reilly Plastictypes? Because only Reilly 
molds in Vinylite exclusively for 3 times greater 


tonal value . . . guarantees 55 thousandths of an 
inch routing depth . . . employs qualified photo- 
engravers for trimming and tooling . . . has its 
own special matrix (the Reilly Duramatrix) for 
full retention of depth. Result —the finest news- 
paper reproduction money can buy. 


Want more reasons? Contact your nearest 
Reilly salesman. He’ll tell you the whole story 
—show you tearsheets to prove it. Do this or 
use the handy coupon below. Then you'll know 
why over 350 national newspaper advertisers 
use over one million Reilly Plastictypes a year. 


REILLY PLASTICTYPES 
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Creators of Better Plates 
for Better Printing 


Zz GOS EAST 45th STREET, NEW YORK 17, N. Y. 


MUrray Hill 6-6350 
(Aen: Fs. eked! Me ae Oe ee eee 


ily Electrotype Company 


Show me why your Plastictypes will give me 
better reproduction in newspapers. 


Reilly Electrotype Co., 305 E. 45th St., New York 17, N. Y. 
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PHOTOGRAPHIC 
REVIEW 


FARM CELEBRATION—At the annual farm harvest party given for advertisers and 
agencymen by Chicago representatives of farm publications, lush food was the 
order of the day. At top, Arthur Thomson, Oliver Corp.; Clarke Trudeau, Beaumont 
& Hohman; Henry Nathan, Goodkind, Joice & Morgan; and John Walt, Admiral 
Corp., fill their plates. Center: Members of the committee check on the service— 
Jack Ross, Country Gentleman; Vern Anderson, Prairie Farmer, chairman of the 
committee; and Bill Miller Sr., Capper’s Farmer, treasurer. At bottom: the happy 
foursome of agencymen includes A. W. Bakker, Buchen Co.; Walter Schaff, Buchen 
Co.; Marty Krautter, Maxon Inc.; and Ernie Leach, Henri, Hurst & McDonald. 


BONDS ARE THEIR PROJECT—Advertising of U. S. savings bonds will be the 1951 


public service campaign of the magazine publishers of the country, Treasury Secretary 
John W. Snyder was told at a luncheon in New York. Clockwise around the table 
are O. J. Davis, Treasury; Raymond Bowen, The New Yorker; Arch Crawford, presi- 
dent, National Association of Magazine Publishers; Fairfax M. Cone, Foote, Cone 
& Belding, the agency producing the magazine campaign; A. E. Winger, president, 
Crowell-Collier; Frank Braucher, president, Magazine Advertising Bureau; Elihu E. 
Harris, director of advertising for the Treasury; John E. Smith, Better Living; Henry 


MONOPOLY—The guests and speaker at a November meeting 
of the Dallas Advertising League take over an Akard St. shine 
parlor around the corner from the Hotel Adolphus, the meeting 
place. Left to right: Joe Allen, Southwest district manager, Mc- 
Graw-Hill; Leonard Green, president, Dr. Pepper Co.; John Gray, 
ad manager, Southwest edition, Wall St. Journal; Rex V. Lentz, 
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Mercantile National Bank; Clifton Blackmon, Dallas Chamber of 
Commerce; Rowland Broiles, head of Rowland Broiles Co., Fort 
Worth; Marihelen McDuff, Neiman Marcus; Carlyle Emery, Ruth. 
rauff & Ryan, Chicago, the speaker; and George Utley, WFAA. 
Standing in front of Miss McDuff is Roger Bacon, manager of 
the Dallas office of Ruthrauff & Ryan. 


PRESIDENT & STAFF—Officers of National Business Publications, elected at the 

group’s annual meeting in New York, are (left to right) David R. Watson, presi- 

dent of Modern Railroads Publishing Co., Chicago, director; Russell L. Putman, 

president, Putman Publishing Co., Chicago, president; Rufus Choate, president, 

Bookhout-Choate-Scott Inc., New York, vice-president; and Jay Jenkins, president, 
Jenkins Publications, Los Angeles, director. 


SATURATION—This 24-sheet poster, part of “one of the most intensive outdoor ad 

campaigns on record,” is one of two posters in Hadacol’s two-month campaign which 

is providing 100% coverage in every city and town in 23 southern and midwestern 
states. Majestic Advertising, Houston, handles the Hadacol account. 


C. Wehde, Advertising Council; G. Chandliss, U. S. Rubber Co.; J. Mogelever, 
Treasury; Philip M. Light, New York state savings bonds director; Arthur Kohler, 
Curtis Publishing Co.; Vernon L. Clark, national director, savings bonds; H. E. 
Humphreys, president, U. S. Rubber; Secretary Snyder; Thomas H. Young, ad director, 
U. S. Rubber, and Advertising Council coordinator for savings bonds; Bernard 
Barnes, Time Inc., chairman of magazine publishers committee; T. S. Repplier, 
president, Advertising Council; Eugene J. Garvy, Foote, Cone & Belding; and O. G. 
Schaefer, Meredith Publishing Co. : 


NEW ‘FLAGSTAFF’—Bonar, a_ plastic 
patented by Anchor Plastics, New York, 
replaces wood for a “flagstaff support 
ing the display card featuring one of the 
vitamin products of Winthrop-Stearns Inc, 
Sterling Drug subsidiary. Bonar, rigid 
yet resilient, was developed originally 
as a boning material for bras, swim suits, 
etc. 


NEW GIFT BOX—This new package for 

the Parker “51” has a steel shell frame- 

work covered with imitation brown 

leather, lining of beige bengaline and 

a die-cut monogram. It will be distributed 

to Parker Pen Co. dealers with pen and 
pencil set orders. 


FOIL AND PLASTIC—Pabst Sales Co.’ 

holiday display is made of Styrofoam 

plastic on which the message is scr 

in red and green. The Pabst Blue Rib- 

bon seal is printed in blue and white of 
gold foil, 
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REDICTION TIME is here again. But this year 
there’ll be mighty few predictions that don’t 
start off with a capital “IF.” 


Except these. 


Brave as anything, seven Young & Rubicam 
departments stick out their necks with “I F-less” 
predictions for 1951. 


CONTACT: "1951 will see an increase 
in advertising expenditures. 

"The last 10 years have proved that 
companies that maintain strong, 
steady advertising throughout 
sellers' markets and product shortages, 
also maintain the best long-haul 
competitive positions. 

"This lesson has not been forgotten." 


COPY: "Don't expect to see many ‘purple 
prose' ads due to war or semi-—war 
conditions. 

"Copy in 1951 will be less emotion— 
al, more factual—consequently 
will do a better job of explaining 
problems, policies, and products to 
consumers." 


ART: "1951 will show an art trend to— 


ward simple, forthright presentations 
in layout and illustrations. 
"But you'll see fewer stereotyped 
approaches—more new, fresh feeling in 
, illustrations, much of which will 
come from artists and photographers 
new to advertising." 


i 


RESEARCH : "It doesn't take research to 
show that 1951 will bring management 
a bunch of brand—new problems. 

"But research CAN help solve a lot 
of those problems. So we predict that 
research will prove more valuable to 
more companies than ever before." 


MAIL ROOM: woe Giants will win the 
National League pennant." 


MEDIA 


seus: "High media costs will emphasize 
the need for wise time—and—space 
buying that will get the most out of 
every advertising dollar. 
"Greatest media trend during '5l 
will be a swing to daytime 
television." 


PLANS BOARD: "The tough, tense twelve 
months ahead will put a greater—than-— 
ever premium on fresh current 
thinking...the ability to meet brand— 
new problems promptly with sound 
solutions. 

"This will hold for every phase of 
your business—including your 
advertising." 


YOUNG & RUBICAM, INC. 


ADVERTISING + New York Chicago Detroit San Francisco 


Hollywood Montreal Toronto Mexico City London 
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Admen Hear Chirurg ’s Ideas on 
Choosing an Industrial Agency 


NewakkK, Nov. 28—James Thom- 
as Chirurg, head of James Thom- 
as Chirurg Co., outlined some of 
the things that an industrial ad- 
vertising manager should consid- 
er in choosing an advertising 
agency in a speech at the monthly 
meeting here of the Industrial 
Marketers of New Jersey. 

After sketching the history of 
advertising and the development 
of agencies since the turn of the 
century, Mr. Chirurg emphasized 
that advertising essentially is a 
marketing problem. 

The selection of an agency, he 
said, depends primarily on the 
advertiser’s marketing problem 
and the type of agency he wants. 
It also depends on whether he 
wants to spend or invest money. 
Unfortunately, Mr. Chirurg said, 
too many advertisers seem to 
want to spend money and have 
the idea that merely by spending 
money for advertising they can 
solve their marketing problems. 


ws “Advertisers should consider 
what they want from an agency,” 
Mr. Chirurg said. “Agencies are 


equipped to do many things for 


RETAIL DEALER ADS 


Yours or Your Competitors 


From newspapers 
ro Sa 
throughou’ coun 
Write for booklet . 
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“PRESS CLIPPING BUREAU 


STAB: 


clients. They can and do render 
invaluable marketing services in- 
cluding practical assistance in 
merchandising, in packaging, in 
preparing for, handling and fol- 
lowing up trade shows. They can 
help clients with publicity, with 
direct mail, as well as creative 
advertising in all known media. 
But no one agency can do all of 
these things equally well. That is 
why it is so important for an ad- 
vertiser to select the specific agen- 
cy for the specific job that he 
wants done.” 

Mr. Chirurg suggested that ad- 
vertisers should develop a check 
list of what they want from an 
agency. On the basis of the check 
list, he recommended that they 
send out questionnaires to selected 
agencies. 

Speaking of agency organization, 
he said there are three basic types: 
the one-man agency, the multiple 
type agency, and the functional 
type agency. 


we After outlining the advantages 
and limitations of the one-man 
agency, Mr. Chirurg said that 
“many large agencies basically 
are one-man operations in that all 
final decisions on major matters 
have to be decided by the head of 
the agency. Whether this is good 
or not depends on the man.” 

A multiple type agency, he said, 
is almost like a law office. In the 
latter, the partner exercises final 
decision on all matters affecting 
his client; in the multiple agency, 


|the account executive exercises 
| similar authority with respect to 
| his own clients. To an extent, he 
| said, this is not too different from 
| the one-man agency; the human 
| equation is the determining factor. 


In the functional agency, group 
thinking predominates, he said, 


and the creative departments have 
the final decision, after consulta- 
tion, about the work they are do- 
ing for a client. The major disad- 
vantages, he said, are that in a 
functional type agency the per- 
sonal touch is lacking, and if the 
creative departments are not prop- 
erly staffed there will be trouble. 


ws Included in the questionnaire 
that advertisers should send out 
to agencies when choosing a new 
one, Mr. Chirurg said, should be 
questions about the organizational 
setup of the agency under con- 
sideration. Ask for an organiza- 
tional chart, he suggested, a list 
of the agency’s active accounts, the 
account executives, their experi- 
ence and methods of operation. 

It is important also, he said, to 
distinguish between a general and 
a specialized agency. Does the 
agency under consideration spe- 
cialize in industrial accounts or 
foreign advertising, or sectional 
and local advertising, or is it a 
general agency handling consumer 
accounts? 

“Have the agencies you are 
questioning list the accounts they 
service in each of these fields and 
have them check the ones that 
are among the three leading ad- 
vertisers in their respective com- 
petitive fields,” he suggested. 


a To determine the information 
needed for the choice of an agen- 
cy, large or small, Mr. Chirurg 
suggested that advertisers ask the 
agencies being considered to sub- 
mit a certified auditor’s report 
of their gross business, a detailed 
description of the operations of 
their branch offices, if any, and 
the functions of their major de- 
partments. 

To facilitate clarity of thinking 
on the subject, Mr. Chirurg sug- 
gested a number of leading points 
that should be understood in con- 
nection with choosing an adver- 
tising agency. 


Whether speculative ideas and 


intervals. 


Agencies and advertisers receive the com- 
pleted data each week within 48 hours after 
the stores are surveyed. 


GROCERY PRODUCT TESTS IN GREEN BAY, WIS. 
_ ARE ACCURATELY JUDGED THROUGH THE 
neers — ERAND SALES SURVEY 


Bay. 


The information is recorded so as to give 
actual sales of the tested brand (and com- 
petitive brands when desired) at regular 


Additional information is included on distri- 
bution, shelf position and special displays. 


Here, a Press-Gazette staff member 
is counting shelf stock of a General 
Mills product recently tested in Green 


A thorough check of basement and 
backroom stock is also made, as well 
as invoices to determine replacement 
merchandise. 
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FOR FURTHER INFORMATION ON GREEN BAY—AN IDEAL TEST 
MARKET—WRITE, WIRE OR CALL, GEN’L ADV. DEPT. 


GREEN BAY PRESS-GAZETTE 
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The Eye and Ear Department 


a 


fault and one minor fault. 


ame” without Ethel Merman; 


so aged and not so dramatic. 


appointing. 


why not give it to them? 


Friday nights, over ABC-TV, Schlitz Brewing presents “The 
Pulitzer Prize Playhouse.” An adult and challenging idea for 
television, Schlitz’s “Pulitzer Prize Playhouse” suffers one chief 


Its chief fault is that plays written for the stage are not al- 
ways adaptable to television. Not so much because of space lim- 
itations as because of time limitations. One might as well try to 
make a short story of “The Grapes of Wrath.” 

The minor fault of “The Pulitzer Prize Playhouse” is a fault 
inherent in many plays—without an outstanding personality 
they become lackluster. Consider, for example, “Call Me Mad- ~ 
“Angel in the Wings” without 
the Hartmanns—or “Knickerbocker Holiday,” which Schlitz 
attempted, without Walter Huston. 

Dennis King is a poor substitute for the late Walter Huston 
—particularly in “Knickerbocker Holiday’s” chief claim to 
memorability—its poignant and penetrating September Song. 
King’s voice is stronger than Huston’s ever was, but it is not 


Television is a natural medium for drama and musical com- 
edy. But unless either the drama or the musical comedy is writ- 
ten specifically for an hour’s production time—or unless the 
production time is extended—the results are bound to be dis- 


Schlitz’s commercials suffer, too—from excessive preoccupa- 
tion with the fact that television is visual. TV commercials, in 
this reviewer’s opinion, need not be entertaining... Since they 
are obviously intended to sell a product, they should do just 
that. Let’s have the facts—why is the product good and what 
will it do for you? People don’t object to product information— 


— 


plans are worth while, he said, 
should be considered in connec- 
tion with the fact that established 
agencies do not have to speculate. 
But when they do, the principal 
question should be: “Is the specu- 
lative proposal tooled to your basic 
problem?” 

The experience of individuals 
in an agency is important, he said, 
but do not accept generalizations. 
Ask for specific information on 
the individual’s former connec- 
tions, salary, specific work, and 
references. 


ws The value of physical nearness 
of the agency to the advertiser, 
Mr. Chirurg said, should depend 
on what the advertiser wants. 
Most advertising campaigns are 
planned over a period of 90 days 
in advance. The question is, do 
you want planning and develop- 
ment, or current contacts and 
messenger service? 

Membership in the American 
Assn. of Advertising Agencies, Mr. 
Chirurg said, is not a guarantee 
that an agency necessarily is suit- 


able for handling any type of ad-| 
vertising, or that its credit is unim-_| 


peachable, or that its operational 
setup conforms to some established 
standard. However, he added, the 
fact that 80% of all advertising 
in America is handled by members 
of the Four A’s is significant. 


On the value of checking on an 
agency with its clients, Mr. Chir- 
urg said that it should be remem- 
bered that “each client probably 
employs an agency for a different 
reason. The question is not what 
others think but what the agency 
can do to help you with your 
specific marketing problem.” 


2 New York Agencies Merge 


Lawrence Roberts Co., New 
York agency, has merged with 
Kiesewetter, Wetterau & Baker, 
New York, whose name has been 
changed to Kiesewetter Associates 
Inc., with Mr, Kiesewetter as pres- 
ident. Samm S. Baker, Horace 
Hagedorn, Lawrence Roberts and 
Rudolf Wetterau are vice-presi- 
dents in the affiliation, which will 
work from the Kiesewetter offices 
at 9 E. 40th St. 


Rogel Names Granby V. P. 


Jack Granby, who formerly op- 
'erated his own organization as a 
personal representative for a group 
of commercial artists, has been 
named vice-president in charge of 
sales of Max Rogel & Associates, 
Newark, publicity concern. 


Jerrems Joins ‘Herald’ 

Donald E. Jerrems, formerly 
editor and publisher of the North 
Shore Trading Post, a weekly pub- 
lished in Winnetka, II1., has joined 
the advertising staff of the Herald, 
Bradenton, Fla. 
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ABC IN CHICAGO—James A. Connolly 
(left), manager of AM stations for Amer- 
ican Broadcasting Co., and Tim Swain, 
president of WIRL, Peoria, at the ABC 
affiliates meeting in Chicago Nov. 14. 


Hottman Radio Tells 
War Facilities in 
40-Page Brochure 


Los ANGELES, Nov. 29—Hoffman 
Radio Corp. here has issued what 
is believed to be the first com- 
prehensive presentation of a radio 
manufacturer’s military produc- 
tion facilities since World War II. 

The 40-page brochure, primarily 
designed for those dealing in gov- 
ernment electronic business, gives 
biographies of key executives, an 
over-all picture of the six plants, 
and a history of its World War II 
production and research facilities, 
as well as its present facilities. 

The booklet shows exterior and 
interior views of the factories and 
lines and diagrams of the layouts. 
Particular emphasis is given to the 
company’s cabinet factory, test and 
research laboratories and blueprint 
and drafting rooms. 

An appendix lists the Hoffman 
Radio Corp. and Hoffman Sales 
Corp. balance sheets, together with 
a detailed itemization of instru- 
ments and equipment. 


Lipson Starts New Magazine 


S. Arthur Lipson, publisher of 
Magazine Sussex, Magazine Pike 
County, both monthlies, and Sus- 
sex County Guide, a weekly, has 
launched a new monthly, called 
Magazine Main Line. The new 
magazine’s coverage will extend 
from City Line westward to the 
Paoli-Malvern area. Per copy 
price on newsstands will be 25¢, 
with the yearly subscription rate 
at $2.50. The first printing will be 
10,000 copies. Publication offices 
ag at 24 Ardmore Ave., Ardmore, 
a. 


Offers Slidefilm on Butter 


The Paraffined Carton Research 
Council, 111 W. Washington St., 
Chicago 2, is offering on loan basis 
free of charge a color sound slide- 
film on butter merchandising, en- 
titled “Selling Butter.” The slide- 
film emphasizes today’s require- 
ments for butter packaging and 
merchandising at the retail level. 


MOVED 
RECENTLY? 


If you have moved, tell us 
about it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don't_miss a single 
important issue . . . and help 
vs make the correction as 
speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
200 E. lilinols St., Chicago 11, Ill. 


tee 


Bag Boy Licensed for English Manufacture 


PORTLAND, ORE., Nov. 29—Bag 
Boy, that Poriland-produced boon 
to golfers, now is repeating in Eng- 
land the phenomenal success it has 
scored in this country. 

Jarman-Williamson Co., man- 
ufacturer of the cart, has sold Eng- 
lish rights to A. C. Cars Co. Ltd., 
Thomas Ditton, Surrey. 

The English concern, which 
specializes in production of cus- 
tom automobiles, expects to make 
about 10,000 Bag Boys this year. 
It turns out the carts on a royalty 
basis and supplies the British Isles, 
the Continent, Australia and New 
Zealand. 

The Portland company also is 
considering expansion into new 
lines of sporting goods already at 
the designing-board stage. It has 
been only 4% years since the carts 
went on the market, but in that 
time annual output has leaped far 
ahead of expectations. Last year 
30,000 were manufactured and 
prospects are that sales will run 


nearly 36,000 this year. 

N. B. Williamson, president, 
readily admits the Bag Boy idea 
came “because I was too lazy to 
haul my golf bag around.” 

Joseph R. Gerber Advertising 
here is the agency. 


Webb-Linn Expands Facilities 


Webb-Linn Printing Co., Chi- 
cago, has just completed a $100,- 
000 expansion program in its pro- 
duction facilities. The expenditure 
included the purchase of a Lino- 
type Mixer typesetting machine, 
two Miehle 70” two-color presses, 
a Sheridan side-wire stitching ma- 
chine, a Monotype display type 
caster and a 40” Dexter folding 
machine. 


Kudner Takes More Space 


Kudner Agency has leased the 
10th and 11th floors.in the 25- 
story office building nearing com- 
pletion at 575 Madison Ave., New 
York, and expects to move to its 
new quarters early next year. 


Chicago Printers Okay Raise 


The 1,500 AFL printers, mem- 
bers of Local 16, International 
Typographical Union, have ap- 
proved the $2-a-week pay raise, 
retroactive to July 23, offered by 
the Chicago Newspaper Publish- 
ers Assn. to employes of five Chi- 
cago newspapers—Daily News, 
Herald-American, Journal of Com- 
merce, Sun-Times and Tribune. 
The offer also includes an ad- 
ditional $2.50-a-week pay raise 
Feb. 15, 1951, and a six-month ex- 
tension of the present contract to 
Jan. 15, 1952. 


Maps Playhouse Campaign 


Charcook Co., Glendale, Cal., has 
appointed Dean Simmons Adver- 
tising, Los Angeles, to handle a 
campaign to promote its Hopa- 
long Cassidy western ranch play- 
house. Ads will be carried in 22 
magazines. Brochures and direct 
mail, plus store tie-ups, also will 
be used. The prefabricated play- 
house, which will retail for $7.95, 
is designed like a ranch bunkhouse, 
with a near life-size figure of Bill 


Boyd on horseback. 


51 
Luce Named Production Head 


Margery Luce, associated with 
the New York studio of Jerry 
Fairbanks Inc. for the past three 
years, has been appointed pro- 
duction coordinator. 


Wiener Rejoins Levine 
Florence Wiener, formerly on 
the copy staff of Mervin & Jesse 
Levine Inc., New York, has re- 
joined the agency as copy chief. 


Tv FILM Buds et 


Even your smallest ac- 
count can now take 
advantage of TV ad- 
vertising with our 
downtoearth TV 


film prices. 
CALL OR WRITE US TODAY 


FILMACK 


1325 S$. Wabash © CHICAGO 
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mmc WORCESTER’S 
WONDROUS TWINS 


England. 


2. intensive 


A glance at Worcester’s annual grocery bill is appe- 
tizing proof, to media men, of the high buying power of 
this major Central New England Market. The November 
10th issue of Sales Management places Worcester 4th - 
nationally in food sales in the 100,000 to 250,000 popu- 
lation group. With a total of $135,217,000 in 1949, 
Worcester grocery stores increased their sales 136% 
over their total sales for 1939. Evidence that Worcester 
deserves your vote as THE major Central New England 
Market is its position as the 3rd food market in New 


newspaper coverage 


The prize-winning recipe for successful sales of your 
food product in this active market, is consistent adver- 


tising in the Worcester Telegram-Gazette. 


Daily circulation in excess of 145,000. Sunday over 


100,000. 


the TELEGRAM -GAZETTE 


‘WORCESTER, MASSACHUSETTS 


mnioney, REGAN & SCHMITT, INC., NATIONAL REPRESENTAT! 


GEORGE F Boorn Publi Sher - 


OWNERS of RADIO STATION WTAG 


1. high buying power 
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It ‘Needed to Be Said’: Coy 


To the Editor: Congratulations 
on your editorial (AA, Nov. 6) on 
the Hallicrafters Co. advertisement 
entitled “The Color Television 
Blunder—5 Men Against the 
American Way.” 

I think you said something that 
very much needed to be said. It 
was most excellent. 

WAYNE Coy, 

Chairman, Federal Communi- 

cations Commission, Washing- 

ton, D. C. 


© * * 
Parent Offers Case to Patri 
To the Editor: The agency at- 
titude in the “gotta have television 


or bust” farce is almost as nause- 
ating as the ad. Their it-hurts-us- 
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This department is a reader’s forum. Letters are welcome. 


more-than-it-hurts-the-industry- 
but-we-gotta-do-it attitude must 
have evoked as much wincing as 
did the ad. 

As for ad copy, no kid I know, 
including my own, would ever 


take a non-television home out on | 


his id. He’d raise hell. Further, the 
copy sounded as though Frank 
Sullivan's cliche expert was de- 
scribing an invention by Tom 
Swift. I doubt if I can again turn 
our set on without embarrassment 
and vague feelings of immaturity. 
What are you going to do about 
that, Mr. Patri? 
NORMAN H. KAREL, 
Highland Park, Ill. 
7 2 

Typographers Have Fun 

To the Editor: Since you are al- 
ways quick to point out “slips” that 
pass in advertisements, I thought 
you would be interested in a slip 
that occurred in a sports column 
of our local morning newspaper 
shortly after the Truman assassi- 
nation attempt. Said the item: 

“President Harry Truman prob- 
ably will attend the Army-Navy 


game despite the recent attempt 
on his wife, Press Sec. Charles G. 
Ross said Monday.” 
LEROY SWARTZKOPF, 
San Antonio, Tex. 


Nominates ‘Ad of the Year’ 

To the Editor: America has been 
the birthplace of some great ad- 
vertisements. I am sure you will 
recall some of them: 

“The Priceless Ingredient” 

“Again—She Orders ‘A Chicken 
Salad’ ” 

“Never Underestimate 
Power of a Woman” 

“Somewhere West of Laramie” 

And you will recall that Nelson 
C. Metcalf wrote an ad in 1942 for 
the New Haven Railroad entitled 
“The Kid in Upper Four.” 

And today and tomorrow in 
Boston the John Hancock Mutual 
Life Insurance Co. publishes an ad, 
a copy of which is attached, re- 
printed from our Daily Record of 
Sa:urday Nov. 11. 

All the papers in Boston carry it. 

I wish you would read the copy 


the 


FAR 


THINK OF 


YCI0A 


eee’... WHEN YOU THINK OF | 
| FLCRMOA-IMINK OF FLORIDA'S 


@ In 1940 the total value of farm crops harvested 
in Florida was $73,583,000. Last year Florida 
farm products brought $435,134,000 in total 
This was an 
increase of almost 500 percent over 1940 
figures and an increase of 30 percent over 
Florida offers experienced 
farmers plenty of sunshine, adequate rain- 


sales at farms and groves. 


1948 income. 


fall, a variety of soils, long growing seasons 
— and lots of room to grow. When you 
think of farming, think first of Florida. 
And when you want to reach the bulk of Flor- 
ida’s farm buying power, think first of Florida’s 
three big morning dailies. The Miami Herald, the 4 
Tampa Tribune, and the Florida Times-Union VW 
give you comprehensive coverage in Florida’s prin- 
cipal agricultural areas — in addition to saturation 
circulation in Florida’s three major metropolitan markets. 
For more readers per dollar — for more dollars per reader, 
use Florida’s three leading morning newspapers. 


TAMPA MORN 


Jacksonville - 


MIAMI 


National Representatives» Reynolds-Fitzgerald, Inc., 


ING TRIBUNE 


National Representatives - Sawyer-Ferguson-Walker Co. 


HERALD 


National Representatives Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 
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N BUT,.TO GOD 


Fe ts the stranger who is my brother 


Tumse Tue story of a man I never knew, and yet I know all about him. 
He is dead now, and he lies in a tomb of polished marble whose splendor 
‘would surprise him. And people come from everywhere to stand here 
Because he wore a uniform when he died, they call him the 

Unknown Soldier. | think he was a good soldier, though fighting 

‘was never his business. He was a man of peace, I'm sure, 
though he never told me. 


in the Dak, 


Was he a poet, bookkeeper, truck driver, surgeon, lumberjack, 
errand boy, student? Was he telling a joke, or cursing his sergeant, 
or writing to his family, when the missile came? 

I don't know. For when they picked this man, from among all our 
nameless dead, he was lying quiet in a closed coffin, and known only to God, 
But I do know that he is deserving of honor and respect. 

For, whoever he may be, I feel sure he must have believed, 

as I do, in the equality of men, the promis: of men, 

the duty of men to live justly with cach other and with 
themselves. 

‘And that is why T stand here with my hat in iy hand, reverent 
at the grave of the stranger who is my brother, my father, my son, 
my countryman, my friend. 


He wasb fa or was it a miner's cottage 

in Pennsylvania, a tenement in the Bronx, a ranch house in Texas, 

a duplex apartment on Park Avenue? I can't be sure, as I stand here with 
amy hat in my hand, reverent at the grave of chis man I never knew. 


whether his 


his busi grammar 
‘was good, his accent like mine; what books he read, what church meres t508 
“ : 4 INSURANCE COMP, 
he went to; which way he voted; how much money he had. BOSTON, massacmusETTs 
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and look at the picture. 

It’s so good and so full of feeling 
and so close to us that I nominate 
it as “the ad of the year”... 

ERNEST HOFTYZER, 

Advertising Director, Boston 

Record and American, Boston, 

Mass. 


+ a * 
Stands By MacManus’ Ad 
As One of the Great 

To the Editor: Although I have 
long since left the advertising 
business, I still am sufficiently in- 
terested that I continue reading 
ADVERTISING AGE. That should in- 
dicate my basic interest in adver- 
tising. 

The Creative Man’s comments in 
the Nov. 6 issue, concerning Mr. 
MacManus’ famous Cadillac ad, 
“The Penalty of Leadership,” do 
not very well coincide with mine. 

I had the rare privilege, when 


“MacManus Inc.” 


one of Mr. MacManus’ 


a copy writing assignment. 


first out of school, of working for 
Mr. MacManus as my first “job.” 
At that time the firm was simply 


Although my first assignments 
were in production, I became so 
intrigued with the copy end of the 
business that before I left to join 
clients 
(Cadillac) I had been promoted to 


I felt then, as I feel today, that 
“The Penalty of Leadership” was 
one of the most inspirational pieces 
of advertising writing—as well as 
being an effective piece of selling 
copy—that I had ever . encoun- 
tered up to that time. In my Mac- 
Manus days, as well as my days 
with Cadillac, I can recall thou- 
sands of requests coming in every 
year for copies of that famous ad. 

I always felt that “The Penalty 
of Leadership” was far more than 
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ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC, 
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just an ad for a car; it was an ad 
to encourage advertising! 

Just consider the first sentence 
which read, if I can recall it 
correctly, “He that is first must 

rpetually live in the white light 
of publicity. Whether it be a man 
or a manufactured product, emula- 
tion and envy are ever at work...” 
Doesn’t that say, very beautifully, 
that continuous advertising (pub- 
licity) is essential to the product 
or organization that wants to hold 
leadership in its field? 

Throughout the text, the insin- 
uation is constantly made (without 
ever referring to the Cadillac car) 
that the car was the essence of 
everything good in motoring and 
that all efforts on the part of Ca- 
dillac’s competitors to copy it were 
simply elevating Cadillac’s position 
of leadership to an even higher 
pinnacle. Whenever I read the 
advertisement I always felt that 
ownership of a Cadillac was just 
about the greatest accomplish- 
ment to which a human being 
could aspire. Maybe “The Penalty 
of Leadership” wasn’t a great ad 


to the Creative Man, but I think |: 


you’ll find a lot of folks who won’t 
agree with him. 

Incidentally, I feel that Cadillac’s 
current campaign (which I under- 
stand is being written by Jim 
Adams) is the most effective 
selling copy used by any motor 
car company today. It has the 
ability to make Joe Doakes, the 
plumber’s helper, aspire just as 
keenly to Cadillac ownership as it 
does Joe Banker. 

Personally, I am inclined to 
agree with Mr. Adams that “almost 
half the people” want Cadillacs. 
However, I honestly feel that the 
heading is a deliberate understate- 
ment. 

E. H. Couuiau, 
South Pasadena, Cal. 


‘Employe Communications’ 
Gets Praise from Readers 

To the Editor: This is just a 
quickie to add my congratulations 
to the many Marg Sammons and 
Bob Newcomb must have al- 
ready received for their discussion 
of company publication editors’ 
salaries which appeared in ADVER- 
TISING AGE of Oct. 2. It’s a wonder- 
ful piece and I hope it will get the 
wide distribution it deserves. 

DENNY GRISWOLD, 
Publisher, Public Relations 
News, New York. 


To the Editor: I have been read- 
ing with interest the columns on 
“Employe Communications” by 
Newcomb and Sammons. ADVER- 
TISING AGE is to be congratulated 
in serving as a forum for the pre- 
sentation of these very worth while 
and common sense observations on 
the too long neglected field of 
industrial journalism. 

C. G. CRAIGIE JR., 

Editor, “Diversey DOINGS,” 

The Diversey Corp., Chicago. 


Harwood Mirrors Scene 
Across ‘Fortune’ Page 

To the Editor: I note that each 
week somewhere in your paper, 
you feature unusual use of space, 
and I submit the enclosed adver- 
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tisement which appears in the No- 
vember issue of Fortune as a some- 
what unusual use of space. 

We generally use a half-page 


onob 2ti...29¥ 


— Yes...it's done 
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hat Fa Whaly 
solid in Fortune for our client, 
Harwood’s Canadian blended whis- 
ky, but in this case, we broke it 
down into two quarter pages, and 
as you will see, we have further 


earried out the mirror theme 
around which the campaign is 
built, by reversing the headline 
and the position of the bottle and 
the picture itself. 
Marx S. KAUFMAN, 
Kaufman-Strouse Advertising, 
Baltimore. 


Too Much Overhead in Hat 
Check Deal, Canadian Says 

To the Editor: Your hat editorial 
last week (Oct. 30) was very in- 
teresting. 

I spent four days in New York 
early last month. I wear a $10 hat. 


My four days cost exactly $2.10) 


to bail out my fedora. I made it 
a point to keep score. All I got 
back for my $2.10 was a battered 
hat and only one “Thank you” and 
a smile. And that I got for a spe- 
cial reason. 

At one of the so-called swank 
hotels, the hat-check girl seemed 
French. I started a conversation 
with her in French and told her I 
was looking for a Canadian quar- 
ter, as a souvenir. Hastily, she 


begged me not to give her the 
quarter, chances being it would 
only lead her into trouble. 

She kept me for a few minutes 
telling me how low her salary was, 
how foolish her “clients” were to 
toss in good money to ransom their 
hats, how on busy nights, hats 
take beatings, and how silly it 
seemed to her when men sheepish- 
ly handed out quarters feeling they 
didn’t give enough, etc... and that 
she would be very happy with the 
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odd few pennies in my pocket. 

And that was the only bargain 
and smile I got in my four day hat 
parade in New York. 

No wonder there are a lot of 
Mad Hatters in the trade and 
|among us poor hat-check-bound 
males. 

Too much overhead for topside 
covers. Don’t you think? 

Hy Levirt, 

J. Levitt & Sons, Montreal, 

Can. 


Photostats 


FOR ADVERTISING 


410 N. MICHIGAN AVE. 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 


111 E. DELAWARE ST. 


“HOME SWEET Doop 


ONE TUNE AT A TIME, 
PROFESSOR! 


=e 


Get hep to The Call-Bulletin's 
concentrated circulation if 


you want 


San Francisco's compact and 
prosperous market. 
vertising, as in vocalizing, 
concentration does it! 


IT TAKES CALL-BULLETIN CONCENTRATION 


_ TO WIN THE SAN FRANCISCO MARKET — 


to make music in 


THE Cait-BuLtetin 


SAN FRANCISCO'S FRIENDLY NEWSPAPER 


Moloney, Regan & Schmitt 
can show you how to serenade 
the San Francisco market 
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KDAL 
Forced Us 
tollen. 


Says Louis A. McGregor 
McGregor & Soderstrom— 


KDAL was a major force in 
making us move. Twelve 
years ago we Started our 
schedule of announce- 
ments on KDAL, two weeks 
before we opened our 
store. We've been on KDAL 
daily since. 
McGregor & Soderstrom 
grew with KDAL. However, 
it was when you went to 
5,000 watts that our growth 
necessitated moving to 
larger quarters. Our ever- 
growing out of city busi- 
ness and mentions from 
out of town customers told 
us about your increased 
coverage long before BMB 
reported it. 
Now in our beautiful new 
store, McGregor & Soder- 
strom—KDAL’s oldest 
continuous advertiser—is 
sure it will continue to 
grow along with you. 


A 


'Darus Brothers Specialize in Mailing 
Mats with a Message to Weekly Papers 


Cuicaco, Nov. 29—Two Wiscon- 
sin brothers who worked on sever- 
al small-town daily and weekly 
newspapers before the war are 
now making good use of that back- 
ground. 

Hal and Bill Darus have an un- 
usual specialty: They help adver- 
tisers—usually through agencies— 
and other clients get publicity in 
small-town newspapers. And the 
newspapers seem to like the 
service. 

Several organizations, including 
public relations concerns, conduct 
operations similar to that of Darus 
Associates, but the Darus brothers 
claim to be the only ones concen- 
trating solely in this field. 


ws Their clients in the past three 
years have included between 350 
and 400 advertising agencies. Dar- 
us’ function is to suggest, help plan 
and follow through on publicity 
items suitable, more or less as 
legitimate news, for small news- 
papers. 

They maintain their own up-to- 
date list of 5,000 newspapers. Their 
charge: $250 for a 1,000 mailing of 
two-column mats ($175 for one- 
column mats), the charge includ- 
ing production and distribution of 
mats, postage, clippings, and use 
of their newspaper list. Their 
guarantee: a 15% reiurn in clip- 
pings, on the average. 

The 15% returns figure, accord- 
ing to the Darus brothers, is far 
higher than customary in this field. 
The average is closer to 3% by 
other services, they say. They ad- 
mit, however, that the claim would 
be hard to prove as there are so 
many kinds of lists offered to 


clients, and many kinds of claims 
made. 

The Darus list is held to a 5,000 
maximum. The list is available by 
states and regionally, as well as 
nationally, so that an advertiser’s 
special markets can be covered. 
When a new publisher of one of 
the papers refuses to run Darus 
mats, another is_ substituted. 
(There is a constant and what 
seems a relatively large turnover 
of weekly paper ownership, the 
Darus brothers report.) 


a The publicity stories they deal 
in are mostly legitimate news but 
not “hot” enough to be handled by 
news wire services. The mats are 
one- or two-columns wide as a 
rule and a few inches deep, with 
an illustration usually the sole or 
chief content. Copy or picture con- 
tains the buried trade name or 
other client message. 

A considerable number of such 
mats are sent to newspapers, and 
this high number and consequent 
variety is part of the reason why 
newspaper publishers print so 
many of them. Also, the Darus 
brothers’ own newspaper back- 
ground has made them experts in 
timing releases to gain top ac- 
ceptance. Little time occurs be- 
tween the news event and the 
mailing of mats, and mailings are 
made to take advantage of the 
small-town publishers’ special sea- 
sonal schedules. 


s In a typical operation, the Dar- 
uses or an agency notice a news- 
paper story or picture which 
might, with little or no change, 
help sell a particular product or 
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through COMPELLED READERSHIP 


GIANT 7-FOOT TRANSITADS 


NATIONAL TRANSITADS, 


the pioneer in transporta- 
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Ogden Gnashed 


An adman’s lot is not a snappy one 

If something else is always to be done. 
Scribe or painter or economist at heart, 
He sells earthy wares instead of his art. 
He spends his soul and is wont to abuse 
Some other guy for chasing his muse. 


The writer embarrassed by stubbornly thorn 
Of a wildish rose in early morn. 

’Twas not the rose that pricked his finger, 
But prodded elsewhere and made to linger 
On profit and sale and turnover tight, 

He burns his lamp far into the night 

To sell to the tune of the adman. 


The fine arts painter with consummate skill 
Likes to eat (Who doesn’t, my heel?) 

You can’t eat paintings (Can you, Bill?) 

So what’s the deal? 

He makes roughs—he does 

To the tune of the adman. 


Learned economist with airs put on, 

Spends time testing and questionnairing upon, 
And finally with summary comes up 

To tell you less dog food is sold to a pup. 

The purpose of this?—What the hell— 

To sell... 


Treacle dreckle blown into gargantua, 
A house and a lot, a suit with two-pantsforya. .. 


Oh ladies and gents in the profession of tellin’ ’em, 
You know well “it pays to advertise.” 
It pays you more if the more you’re wise, 


And retire some day, you may, Sir, 
To the play of the spirit—a little less baser. 


white space and glory only. 


Stop gripin’ ’bout greenbacks while you’ve been smellin’ ’em, 


—PHuHi.ip I. Ross 
Philip I. Ross Co., New York. 


Send in your comment in verse on the ad scene. A Christmas offering 
perhaps? But don’t expect to be paid; this Poetry Corner offers you 


es 


service, or help a company in its 
public relations. The Daruses sug- 
gest the best method of cropping 
or altering pictures, editing cut- 
lines or story text. 

With the advertiser’s approval, 
a mat is made and sent to what- 
ever area is to be covered. Clip- 
pings are later collated by about 
a score of Darus employes and sent 
to the client. 

A special problem in this bus- 
iness is obtaining publicity for 
beer, wine and liquor companies. 
Darus Associates, it is claimed, 
handles this with no trouble. One 
wine company which received no 
less than 1,500 complaints over 
what seemed an innocuous mailing 
made to weeklies via another list, 
received not one when practically 
the same mailing was made 
through Darus Associates. Reason: 


as publishers. 


manager. J. J. 


lishers on its list of 5,000 are hos- 
tile to alcoholic beverages—at least 


American Stove Names Two 


_Tracy B. Madole, northern sales 
division manager, has been ap- 
pointed commercial sales manager 
of American Stove Co., St. Louis, 
He succeeds L. L. Peters, who re- 
cently has been made LP-gas sales 
Knotek, Pacific 
sales division manager for the 
company, has been transferred to 
Chicago as manager of the north- 
ern sales division. All appoint- 
ments become effective Jan. 1. 


To Sherman & Marquette 


Abbott F. Riehle, formerly with 
Young & Rubicam and Biow Co. 
has joined Sherman & Marquette, 
New York, as account executive 
for Veto, the Colgate-Palmolive- 


tion advertising, offers advertisers and agencies the 
new 11” x 84” dominating 7-foot colored TRANSITAD. 
These super-displays, exposed to a captive audience 
which is COUNTED, compel readership by dominating 
the interiors of subways and buses regularly patron- 
ized by 85% of all adults. 


These 11” x 84” car cards smash your sales message 
across to people who are near the store and on their 
way to buy. 


These colored TRANSITADS are a perfect supplement 
to your home media program of Television, Radio and 
Magazines. 


8 out of 10 people are out of the home every day and 
this is the audience for TRANSITADS. 


DOMINATE bus advertising, the mass medium, with 
these super-displays. 


The new giant TRANSITADS have been successfully 
tested by local advertisers throughout our markets. 
We now offer these super-displays in limited quan- 
tities—first come, first served. 


FOR DOMINANCE IN COLOR 
IT’S THE NEW 7-FOOT TRANSITAD! 


Ideal for Holiday Season sales, special promotions 
and new product introduction. 


Super 11” x 84” TRANSITADS are available in color 
in all NATIONAL TRANSITADS markets. 


NATIONAL TRANSITADS 


Representing growing pay-roll market: 


4.fo-coast 


Darus knows exactly which pub- 


Peet deodorant. 


Just see how it sells 


COOPERATION. Manufacturers are 
interested in sales. Dealers are in- 
terested in local sales. Elgin takes 
advantage of these facts by mak- 
ing panels easily available to deal- 


operation outdoors makes everyom 
happy! General Outdoor Adver 
tising Co., 515 S. Loomis St» 
Chicago 7, Illinois. 


366 Madison Avenve 
New York 17, New York 
MUrray Hill 2-7387 


OFFICES 
IN 20 OTHER 
PRINCIPAL CITIES 


400 N. Michigan Avenve 
Ch 11, tMinois 
lor 7-7227 


ers. And they’ve found that co- 
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PONTIAC MODELS—At a showing of 1951 Pontiacs, B. B. (Cap) 
Kimball, advertising manager of Pontiac Motor Division, also 
exhibits some of the girls who posed for the art in the 1951 


ore Beautiful than ev 


campaign. At the right of the lineup are John Daly and Arlene 
Francis, who appear in Pontiac TV spots, and Bradshaw Crandall, 
who has created the company’s art for several years. 


(Continued from Page 1) 
ages. “It’s almost impossible to 
get an RCA now for instance,” he 
said. 

“As for Christmas, it’s not as big 
a factor in receiver sales as gen- 
erally assumed. TV sets are too 
expensive an item for most gift 
lists,” he added. 

The inclination among major 
manufacturers was to deny the 
existence of a sales decline. Many 
of them preferred to discuss short- 
ages. Emerson Radio & Phonograph 
Corp. said allocations to distribu- 
tors have been cut 20%. Andrea 
Radio Corp. forecast cutbacks of 
50% as shortages mount due to 
government demands on the elec- 
tronics industry. 

“Our sales are as bad as anyone 
else’s,” a metropolitan distribu- 
tor for one important company 
jsaid. “Anyone who says otherwise 
{that sales are not down] is a 
‘iar.” 


« Current purchases are off about 
20% from the peak set in October 
at Fada Radio & Electric Co. “‘Re- 

ilers’ sales are slow. Where they 
wed to order 12 sets they are 
now ordering three to six,” it was 
aid. 
Off 15% to 20% from October 
vas the word from Starrett Tele- 
vision Corp., but this company ex- 
ects a last-minute holiday rush 
and calls talk about dumping and 
rice cuts “ridiculous in the face 
of manufacturing restrictions and 
higher price parts.” 

Another manufacturer, which 
asked not to be quoted by name, 
said unfilled orders are piling up, 
though business slowed percepti- 
bly—about 20%—in November. 
| “We're selling as many TV sets 
a we make,” a spokesman for 
General Electric Co. declared. 

“Sales are off but production is 
stil not up to demand. Christmas 
business is not yet good, but it’s 
still early,” Westinghouse Electric 
Corp. commented. 


® Ralph Gordon, sales analyst, ra- 
dio & television division, Sylvania 
Electric Products, told a reporter: 
Sales for November are 25% 
down from October. The drop 
tame after the excise tax went 
into effect. Business picked up 
during the last two weeks. Some 
, distributors have asked the fac- 
tory to hold up shipments on the 
more expensive models.” 

A New York Sylvania distribu- 
tor reported a definite decline in 
Sales in the second and third weeks 


TV Dealers Say Set 
Sales Are ‘Way Off 


in November. “Business is spotty,” 
he said, with some stores doing 
well, others not. 

“Business has dropped and 
everybody has felt it,” Joseph De- 
Vico, advertising manager, Majes- 
tic Radio & Television division, 
Wilcox-Gay Corp., said. “We are 
holding our own pretty well be- 
cause of some popular models.” 


@ He described Christmas busi- 
ness to date as “disappointing” 
and November sales as “consider- 
ably down” from October, “when 
we sold enough for two or three 
months.” 

Mr. DeVico said even over- 
stocked stores would be in no 
difficulty if they hold on for a 
little while, since it now looks as 
though the war situation will 
create an altogether different pic- 
ture—a real shortage of sets— 
within a few months. 

Pilot Radio Corp. said Christ- 
mas business, on the _ whole, 
“doesn’t look like it’s going to be 
as good as had been anticipated,” 
but sales executives of the com- 
pany feel some people did “Christ- 
mas shopping in television sets in 
October.” Recent days have shown 
a marked improvement in sales, 
he added. 

One manufacturer, which spe- 
cializes in high-price sets, reports 
no decline in sales. 


s RCA, which is in the midst of 
injunctive proceedings against the 
Federal Communications Commis- 
sion’s authorization of the CBS 
color system, refused to comment 
on video receiver sales. In filing 
its suit, RCA complained that the 
demoralization of the market re- 
sulting from the order will serious- 
ly impair its opportunities for 
selling b&w receivers. 

In Chicago, a representative of 
Motorola Inc. said that he doesn’t 
believe major TV manufacturers 
are in a position to lower set 
prices, despite the fact that dealer 
inventories, generally, are very 
high. 

Admiral Corp. said that, al- 
though sales are slightly off, it 
isn’t anticipating any slump, and 
expects sales to pick up in the 
next week or so. 

A spokesman for Wieboldt de- 
partment stores told AA that sales 
are off sharply since Nov. 1, and 
inventories are higher than “I’d 
like them to be.” He added that 
about one-third of the pre-credit 
restriction sales would normally 
have occurred in the past few 


weeks. 

One TV store head said that 
sales have been a “total flop.” 
About 50% of sales made prior to 
Nov. 1 probably would have been 
made in November and December, 
he said. The store is planning an 
overstock sale, with savings up 
to 25% on brand merchandise and 
is not going to be bothered by pos- 
sible future shortages. 

Hudson-Ross_ reported sales 
down considerably, blaming Regu- 
lation W as the prime factor. 
Like most of the stores checked, 
this company’s inventories are 
considerably larger than was to 
be expected at this time. 


Kelly-Smith Issues 
Ten-Year Study of 
Newspaper Rates 


New York, Nov. 30—Kelly- 
Smith Co., newspaper representa- 
tive, this week published a study 
showing that while the line rate 
of newspapers has increased 50% 
or more in ten years, the milline 
rate has increased “very slightly” 
over 1940, probably only 2.7% for 
all newspapers in the U. S. 

“The fact is,” the study says, 
“that newspapers have not in- 
creased their advertising costs” in 
the ten years since Jan. 1, 1940. 
“The newspaper industry is one of 
the few industries in the country 
which have absorbed almost 100% 
of the increased costs of produc- 
tion during the last ten years.” 


a Thirty-nine pages of graphs, 
showing the per cent increase or 
decrease over the base year of 1940 
and bearing out the study’s con- 
tention, were prepared from re- 
ports issued by the U. S. Depart- 
ment of Labor, American News- 
paper Publishers Assn., Standard 
Rate & Data Service and Sales 
Management. 

Entitled “Does Newspaper Ad- 
vertising Cost More Today?,” the 
study is being distributed at no 
cost to all larger newspapers, ad- 
vertising agencies and schools of 
journalism. 


Campbell-Ewald Shifts 3 

Ray J. Mauer, writer-director, 
has been named director of crea- 
tive services for AM and TV at 
Campbell-Ewald Co., New York. 
Tom Hanlon, formerly program 
supervisor on remote telecasts, has 
b-en appointed supervisor of com- 
mercial integration and program- 
ming. Jud Kinberg was shifted 
from the publicity staff to take 
charge of film production in the 
television department. 


Bellamy Joins WKRC-TV 

O. R. Bellamy has joined the 
—_ staff of C-TV, Cincin- 
nati. 


Servel's Gas Refrigerators Run Into 
Trouble from Several Angles in N. Y. 


New York, Dec. 1—Servel Inc., 
which earlier this year was slapped 
with a government suit charging 
monopolistic practices (which Ser- 
vel denied) in the manufacture 
and distribution of gas refrigera- 
tors, now finds itself facing more 
trouble. 

Servel’s vexations: 

Item: The city health depart- 
ment last week announced that 
as a result of 17 deaths in a year 
here caused by carbon monoxide 
from defective gas refrigerators, 
it is asking 360 field inspectors to 
check the appliance every time 
they’re called to a home “for any 
reason whatever.” Servel manu- 
factured 400,000 gas refrigerators 
now in use here. 

Item: On Nov. 28 Servel was 
named as defendant in a $410,000 
supreme court suit brought by 
relatives of two men killed in 
April, 1948, by carbon monoxide 
poisoning from a faulty gas re- 
frigerator. Also named as defend- 
ants were Gas Refrigerator Dis- 
tributors Inc. and Consolidated 
Edison Co. of New York. 


as Item: Likelihood exists that the 
board of health will seek to enact 
legislation covering gas refrigera- 
tors, which Servel may regard as 
having the effect of hindering its 
sales. 

In addition to asking field in- 
spectors to check gas refrigerators 
when they visit homes, the depart- 
ment of health started checking 
with health agencies outside New 
York to learn their experiences in 
deaths caused by carbon monoxide 
from faulty gas refrigerators. 

Jerome Trichter, assistant health 
commissioner, said one purpose of 
the survey “is to obtain, all pos- 
sible information to _ establish 
whether or not improper servicing 
by service companies is responsi- 
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ble for the recent gas refrigerator 
deaths in Manhattan.” 


@ All newspapers in New York 
carried, on Nov. 28, a large-space 
ad in which Gas Refrigerator Dis- 
tributors Inc. listed nine service 
companies which the public was 
urged to contact “for prompt and 
efficient service of your gas re- 
frigerator.” The ad, full-page in 
the tabloids and 1,000-line else- 
where, was placed through Batten, 
Barton, Durstine & Osborn, the 
Servel agency. 

Earlier, a meeting was held at 
the Department of Health, attended 
by manufacturers of gas refrigera- 
tors. Announced aim of the ses- 
sion was that “the potential haz- 
ards may be reduced to a minimum 
through most efficient design” of 
refrigerators. 


a W. Paul Jones, president of Ser- 
vel Inc., which has headquarters 
in Evansville, Ind., attended. Al- 
though the meeting was closed, 
the New York Times reported that 
Mr. Jones was said to have noted 
that almost all gas refrigerator 
deaths here have taken place in 
Manhattan, and that outside of this 
city only one death has been re- 
ported. 

Mr. Jones contended, the Times 
added, that the Manhattan deaths 
might have been due to inadequate 
servicing of gas refrigerators in 
the borough. It was understood, 
the Times said, that Servel there- 
fore is considering a plan to set 
up its own servicing agency in 
New York. 

In the $410,000 suit, the com- 
plaint said Servel made the re- 
frigerator which caused the two 
deaths, that it was purchased from 
Gas Refrigerator Distributors Inc., 
and that Consolidated Edison was 
to maintain, service and repair it. 


CuicaGo, Dec. 1—Amling’s Flow- 
erland, huge floral establishment 
on Chicago’s West Side, enjoyed 
a 400% increase in traffic, pulled 
1,000 telephone calls in an hour 
and a half and boosted sales pro- 
portionately as a result of a one- 
shot television show on Saturday, 
Nov. 18, over Station WBKB. 

The morning telecast (9:30- 
10:35 a.m.) proved one of the 
most successful one-time shows 
aired in Chicago, despite the fact 
that only two two-minute com- 
mercials were used. 

Subject of the telecast was the 
Christmas Parade in Chicago, her- 
alding the arrival of Santa Claus 
in downtown department stores. 


a Amling’s bought the time di- 
rectly from Station WBKB and 
showed two film commercials at 
the beginning and end of the tele- 
cast. During the parade, the flower 
emporium gave 1,000 ’mums, 500 
roses and 100 chrysanthemum 
plants to parade observers—and 
caught the giveaway in the video 
cameras. In addition, seven slides 
were briefly superimposed on the 
picture at intervals reminding 
viewers of Amling’s. 

Although phone calls were not 
requested, more than 1,000 persons 
called the florist by noon on the 
day of the telecast. Most of the 
calls were congratulatory, although 
many Thanksgiving orders also 
came in. 


a Normally, about 2,000 persons 
visit Amling’s on a Saturday after- 
noon. On the afternoon of the day 
the show was telecast, however, 
more than 8,000 persons jammed 
the greenhouses and sales rooms. 


One-Shot Telecast Pulls 1,000 Phone Calls, 
Boosts Florist's Traffic by Almost 400% 


Amling’s to date has been un- 
able to compute the total sales ef- 
fect of the telecast, since many of 
the persons who visited the estab- 
lishment for the first time Nov. 18 
already have become repeat cus- 
tomers. 


Ad Claims Covered 


in Excess Tax Bill 


WASHINGTON, Dec. 1—The House 
ways and means committee was 
ready to give approval Friday af- 
ternoon to an excess profits tax 
bill which contains specific lang- 
uage instructing the Commissioner 
of Internal Revenue to examine 
closely business expense claims 
of defense contractors. It will 
probably be passed early next 
week, but its fate in the Senate is 
uncertain. 

Designed to curb institutional 
advertising and other expenditures, 
the provision was inserted to 
guard against extravagance which 
allegedly stemmed from the World 
War II excess profits tax. The 
House bill provides no specific 
formula for the commissioner to 
apply. 


Joins ‘American Poultry’ 

Jerry LeStrange, formerly west- 
ern manager of Southern Agricul- 
turist and later general manager, 
midwest branch, National Adver- 
tising Services Inc., has joined 
American Poultry Journal as sales 
representative. 


WIR Promotes McPhillips 
Arthur McPhillips, assistant 
sales manager and traffic man- 
ager of WJR, Detroit, has been ap- 
pointed sales service director. 
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200 U. S., Mexican Business Leaders 
Attend Sales Conference in Canada 


(Continued from Page 1) 
assistance which National Sales 
Executives is prepared to give to 
three or four sales clubs to test the 
value of setting up “Distinguished 
Salesmen’s Awards.” 

Each club president, he said, 
will be furnished with a nucleus 
of men interested in fostering such 
an award in the local club; from 
this group a chairman and com- 
mittee can be obtained and the 


awards program handled with 
little difficulty. 
Fred Emerson, sales manager, 


Spartan Saw Works, outlined 
progress of the committee that is 
activating sales conferences and 
rallies. Thirty-six executive sales 
conferences were held last year 
and 31 this year. Although the 
number is smaller this year, he 
stressed the value of “enthusiasm 
invariably resulting” from such 
meetings. 


a At a joint luncheon meeting of 
the Assn. of Canadian Advertis- 
ers and the Advertising and Sales 
Club of Toronto yesterday, Clar- 
ence B. Goshorn, chairman of the 
board, Benton & Bowles, New 
York, declared that the pattern of 
economic behavior must depend 
on political developments. While 
Korea may be a non-repeated in- 
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cident, he said, many Americans 
believe that Communist China 
will provide a_ succession of 
“Koreas” and that we will have 
tests of strength without decision. 

Thus, Mr. Goshorn said, the 
economy faces a continuous state 
of involvement and progressive 
mobilization. The demand for mili- 
tary supplies will never be as 
great as at the peak of the last 
war, he predicted, and with the 
growing capacity to meet demands 
of preparedness we should not dis- 
turb or impair the domestic econ- 
omy. 


ws Advertising will be concerned, 
he said, with (1) shortages of 
goods and (2) shortages of cus- 
tomers caused by high military 
enlistments, credit restrictions and 
reduced buying resulting from 
taxation. 

One may, he said, get some sug- 
gestions from past experience. Ad- 
vertising expenditures in the U. S. 
during the four postwar years 
through 1949 were double the four 
years preceding the war. Mr. Gos- 
horn predicts that under the threat 
of another war, or war conditions, 
fewer manufacturers will drop 
their advertising because of 
scarcity of goods. 

Stimulated by heavy taxation, 
which led to serious institutional 
advertising during World War II, 
many companies learned, he said, 
that this type of copy can be as 
important as regular product sell- 
ing advertising. In a similar situa- 
tion today, there would be still 
more such institutional advertis- 
ing, the B&B executive predicted. 

He also stressed the value of ad- 
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vertising for national objectives, 
local causes and morale building, 
referring to the work of the Ad- 
vertising Council in developing 
150 campaigns. Mr. Goshorn quot- 
ed figures intended to show that 
Canadian advertising is only about 
one-fifth as important a factor in 
the national economy as advertis- 
ing is in the U.S. 

Speaking at the Tuesday lunch- 
eon, Milton F. Gregg, Minister of 
Labour, Ottawa, drew a compari- 
son between the well rounded mar- 
kets of the U.S. and markets in 
Canada, the latter stretched along 
the border in a narrow belt with 
only a few salients. Geography has 
made Canadians more cautious 
than their neighbors, he pointed 
out. 


@ “We in Canada,” said Mr. 
Gregg, “must increase our defense 
effort in terms of men, equipment 
and money for the defense of Can- 
ada and the fulfilment of national 
obligations, while at the same time 
maintaining a long-range program 
of economic and social develop- 
ment. How far we must go with 
the preparedness end of the pro- 
gram is not definite. Any tendency 
to inflationary tendencies must be 
resisted, as well as anything with- 
in the economy which would work 
to the strategic benefit of Mos- 
cow.” 

On the home front, he said, in- 
vestment is expected to reach an 
all time high this year and na- 


tional production will reach $17| ; 


billion, or $1 billion more than 
last year. 


Dunn to Union Electric 


L. G. Dunn has been appointed 
sales manager of Union Electric 
Supply Co., Montreal. He had been 
associated with Canadian Gen- 
eral Electric Co. for 16 years, 
_— in Toronto and Montreal of- 
ices. 


Cutter Appoints Muller 


William Muller has joined the 
executive sales staff of Cutter Lab- 
oratories, Berkeley, Cal. He was 
formerly advertising manager of 
Avoset Co., San Francisco. 


Echelson Named Ad Manager 


Jack Echelson has been named 
advertising manager of Post News, 
Hartford, afternoon sports and en- 


tertainment tabloid. 


Knollin Gets Hotel Account 


Knollin Advertising Agency, San 
Francisco, has been named to di- 
rect the advertising of Cypress 
West Hotel, Carmel, Cal. 


Joins Franklin & Gladney 
Benjamin Goldberg, formerly 
with Stuart Bart Agency, has been 
named art director of Franklin & 
Gladney, New York agency. 


Randolph Appoints Bourke 

Julian Randolph Advertising & 
Research Service, San Francisco, 
has appointed John P. Bourke 
manager. 


Advertising Age, December 4, 1955 


Koret of California 
Plans Campaign for 
Two Fabric Lines 


San Francisco, Nov. 30—Korg 
of California Inc. is planning the 
biggest advertising, publicity ang 
sales promotion drive in the com. 
pany’s history next spring for its 
Tublin and Koradenim fabric lines 

National advertising is sched. 
uled to appear in five publications 
—Glamour, Holiday, Mademoi- 
selle, Today’s Woman and Vogue— 
with the bulk of the ads being full- c 
color pages. 

To cooperating dealers, Koret js 
offering the customary promotion 
package, plus four-color statement 
stuffers, a 30” by 40” color poster, 
and a complete set of commercial 
murals for a Denim Patio Shop. 

The publicity program will con- 
sist of magazine editorials (sey- 
eral of which already are sched- 
uled, Koret says), plus saturation 
of the nation’s syndicates and 
newspapers. 

Last year there were 2,500 store 
promotions for Koradenim and 
1,500 dealer tie-ins on Tublin, and 
early selling indicates a consider- 
able increase this season, according 
to Koret. 

Abbott Kimball Co. of Califor- 
nia handles the account. 


‘State Journal’ Ups Rates 

Effective Jan. 1, 1951, the State 
Journal, Lansing, Mich., will in- 
crease its advertising rates. The 
flat rate will be raised from 22¢ 
to 24¢ per agate line. 


Rhodes Appoints French 


Shirley French has been named 
assistant advertising manager of 
Rhodes Pharmacal Co., Cleveland, 
manufacturer of Imdrin arthritic 
and rheumatic pain reliever. 
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THE LETTER SHOP, Inc. 
431 8. Dearborn St., Chicago 5, Illinois 


100,000 DAILY 


« « selected 

by Advertising 

Agency Experts in 

S. M.'s New Test 
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Peoria is FIRST 
in the U. S. 
75M to 150M Pop. 
Group and 4th in 
ALL Pop. Groups. 
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PEORIA NEWSPAPERS, INC., Agent. 
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1, and He explained: “We have an 
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gone only 10,000 to 20,000 miles. 
The manufacturers add new gim- 
micks that make people buy a car 
they don’t need.” 

Likewise, he said, sales of 
sportswear have been strong be- 
cause “when you bought sports- 
wear you bought not just clothing 
but new ideas as well.” By con- 
trast, sales of men’s suits have 
not done as well. 

Manufacturers of foreign auto- 
mobiles tried to buck the U. S. 
market and did poorly until they 
reached the point of selling the 
idea of “owning a foreign car.” 

“There is a sad need in the 
Northwest for manufacturers who 
are willing to create ideas, and 
for advertisers who are willing 
to sell them in the merchandising 
field,” Mr. Kotkins said. “The ad- 
vertising business is the business 
of selling things to people who do 
hot need them.” 


« Skyway Luggage operates fac- 
lories at Seattle, Vancouver, B. C., 
and New York. His company, Mr. 
Kotkins said, “has developed a 
teasonable share of a_ national 
market,” and in so doing has met 
certain problems in transportation, 
freight, etc. But those are “not 
the major problems,” he added. 

The U. S., he said, has advanced 
technologically until “making al- 
most anything is pretty simple. It 
is a much easier job to get the 
oa made than it is to get it 
so Tha 

That leads, Mr. Kotkins said, to 


where it can’t possibly be missed. 


For complete details about the entire line send the coupon. 


Telechron Inc. A General Electric Affiliate. 


NO. 6 ILLUMINATED 15” AD CLOCK, Advertising message baked into translucent 
dial. Excellent for store windows or all-night time service inside store. Costs as little as 
$7.00 (plus tax) in maximum quantities. Also No. 604, 12” ad clock, non-illuminated, 
at $5.35 in maximum quantities. 
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TELECHRON INC., 360 Union Street, Ashland, Massachusetts 
I'm interested in more inform 


0 a 


TELECHRON PROMOTION AND PROD- 
UCT REPLICA CLOCKS. Designed for use 
as company gifts and to fit into replica of 
product. Many styles, wide range of prices. 


GUALI Y FARM J 
ES 


Production and sale of venetian 


linds, window shades and drapery 
hardware. 
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Soap 
in St. Paul 


In January 1950, a cross- 
section of 3,000 St. Paul house- 
wives were asked what product 
they used for washing walls, 
floors, and woodwork. Nearly 
all said they used a soap or 
detergent product for this pur- 


pose. 


It was the fourth year the 
identical question was asked of 
an identically chosen sample 
and the brand variations over 
this period among the three 
leading brands vividly points 
out major shifts in this usage 
classification. 


Here is the trend picture: 


1950 1949 1948 1947 
Ss 2 3 3 
Brand A...31.1 320 349 * 
Brand B...21.1 20.6 23.5 35.4 
Brand C...14.0 13.7 16.8 28.8 


*Less Than 1%. 


Between 1947 and 1948 an 
acute shift took place in the 
brand standings. Brand A, 
which was virtually non-exis- 
tent in the market in 1947, 
skyrocketed to first place in 
1948 with approximately 35% 
of the family preference. 


Since 1948, variations have 
leveled off, yet a slight but sig- 
nificant decline is detectable 
among the leaders. This loss 
seems to be attributed to the 
introduction of four new 
brands in this usage class, two 
appearing in 1949 and two in 
1950. Among them, they have 
captured nearly 9% of the total 
preference by this year. 


Large or small brand prefer- 
ence variations in a market are 
extremely important for per- 
formance evaluation. How is 
your product doing in St. Paul? 


The above classification is 
only one of 150 classifications 
studied in the 1950 Consumer 
Analysis of the St. Paul Mar- 
ket. These classifications cover 
brand preferences for foods, 
soaps, toiletries, beverages, 
home appliances, and general 
consumer buying habits. Send 
for this research report today. 
Write General Advertising De- 
partment, St. Paul-Dispatch- 
Pioneer Press, St. Paul 1, Min- 
nesota, or Ridder-Johns, Inc., 
with offices in New York, Chi- 
cago, Detroit and Minneapolis. 


(ADVERTISEMENT) 


Ellington's Van 
Davis Pulls in 
Ayer Account 


(Continued from Page 1) 
America (which the agency had 
prior to her arrival on the scene), 
Simtex Mills, Wallace Sterling, 
Wellington Sears, Spencer Corsets, 
White Star Luggage, Multifacet 
Diamonds and Ayer. 


s Commenting on Ellington’s grab 
of the Ayer plum, the agency made 
no presentation based’on ideas to 
the Lever Bros. subsidiary. Nor 
did it sell a campaign. Miss Davis 
said Ayer was intent on selecting 
an agency on the basis of its ex- 
perience and the quality of its per- 
sonnel. 

“When they picked Ellington,” 
she said, “they bought a combina- 
tion of department store and drug 
store experience, plus merchan- 
dising.” 

Miss Davis said Harriet Hub- 
bard Ayer, “which has never lost 
its prestige as a fine name in its 
field,” plans to step up its 1951 
advertising budget considerably 
over this year’s outlay. The com- 
pany recently completed a new 
factory on Long Island, is now in 
the process of expanding its sales 
force and plans to bring out sev- 
eral new products in the near 
future. All in all, she regards the 
Ayer business as “a tremendous 
opportunity” for Ellington and the 
style products group. 


= Most of the six other accounts 
which Miss Davis helped guide to 
Ellington got there on the strength 
of the “institutional agency sell” — 
the emphasis on the style product 
group’s retail and merchandising 
experience. In the case of Simtex 
Mills, this was combined with a 
presentation built on ideas and 
campaigns. 

Only Multifacet was sold ex- 
clusively on the basis of a pro- 
gram and a whole identity cam- 
paign. 

Back of the inauguration of the 
style products group at Ellington 
was the idea that it should in- 
clude only people who were well 
trained in the promotion, merchan- 
dising and display of products in 
retail stores. 

This has been the rule ever 
since. The group actually got going 
by servicing the textile phases of 
the Celanese Corp. account. 


a Of the 25 people who comprise 
the current group, about 20 are 
women. Until 13 months ago, Miss 
Davis was responsible for the 
whole operation. Then she was 
joined by Frances Raftery, Elling- 
ton’s only other distaff v.p., and 
William Bartel, another v.p. The 
trio serves as plans board for the 
group. 

The top echelon of the group 
also includes Lynette Logan, art 
director; Gerry Reed, specialist in 
merchandising; Mrs, Mary Anne 
Fetter, stylist; Betty Barton, copy; 
and Mrs. Leonie MacLaughlin, 
promotion. 

The group prides itself on em- 
phasizing “very aggressive” mer- 
chandising of advertising. As a 
result, much time is spent on field 
investigations of stores to deter- 
mine how best the merchandising 
can be accomplished. In the case, 
for example, of Simtex tablecloths, 
an item with little brand identity 
at the time, the group ran a sur- 
vey of 80 retail outlets, asking 
each 40 questions relating to table- 
cloths. These included, when the 
store promoted tablecloths, what 
types of display materials it used, 
what were its stock limitations, 
what sales training its selling force 
had, and the like. 


s Miss Davis has been an account 


Van Davis 


executive since she entered the ad 
field fulltime “about 15 or 18 years 
ago.” She started with the Mayers 
Co., Los Angeles, as an account ex- 
ecutive, “because I didn’t know any 
better and because Mayers was 
willing to take a chance on me.” 
Her experience when she turned 
up at the West Coast agency: sev- 
eral years reporting for newspa- 
pers in Sedalia and Kansas City, 
handling publicity in New York 
and free-lance advertising copy- 
writing. 

With another Los Angeles agen- 
cy, Logan & Arnold, she handled 
nine or ten highly desirable ac- 
counts, including Joyce shoes, Cole 
bathing suits and the Guild of Cal- 
ifornia Dons, a group of non-com- 
petitive sportswear manufacturers. 
When she left Logan & Arnold she 
headed for New York——where she 
married Eliott Odell, top publish- 
ing executive now with Farm 
Journal and Pathfinder, and joined 
Ellington & Co. She started at the 
agency on account work, assisting 
President Jesse T. Ellington on the 
Celanese account. 


a Miss Davis said definitely that 
the presence of women in the ad 
business “makes sense” because 
they have an instinctive feel for 
products intended for women. On 
the other hand, a man “must go 
home and check with his wife 
first.” 

But there are drawbacks in the 
business as far as the girls are 
concerned, she admitted. 

“Some advertisers seem to have 
a lurking suspicion that they’d be 
better off with a male account ex- 
ecutive. But you meet that situa- 
tion,” she said firmly, “by demon- 
strating that you’re as capable as 
any man.” 


L. A., Chicago Stations to 
Progressive Broadcasting 


KGFJ, Los Angeles, has become 
the outlet for Progressive Broad- 
casting System, Los Angeles. The 
station has announced that it is 
filing application with FCC to 
change its call letters to KPBS. 
KRSC, Seattle-Tacoma, and 
WNJR, Newark, also have joined 
Progressive as affiliates. KRSC is 
owned by Radio Sales Corp., and 
WNJR is owned and operated by 
the Newark Evening News. 

WCFL, Chicago, has affiliated 
with Progressive, whose Chicago 
offices will be at WCFL, 666 Lake 
Shore Dr. The 50,000-watt station 
is owned by the Chicago Federa- 
tion of Labor (AFL). 


Crosley Finances Study 
of TV and School Work 


Crosley Broadcasting Corp., Cin- 
cinnati, has granted $2,500 to Xa- 
vier University to determine the 
effect of TV on children’s school 
work. In 1949 Crosley established a 
$2,500 fellowship at the Univer- 
sity of Cincinnati for a study of 
how TV could best be used as a 
supplementary aid to classroom 
instruction. Results of this study 
will be available soon, Crosley 
says. 


C. V. A. Corp. Ups Linage 

C. V. A. Corp., subsidiary of 
Schenley Industries Inc., will in- 
tensify its newspaper advertising 
for Cresta Blanca wines in large 
markets between now and Christ- 
mas. Highlights of the drive will 
be a 250-line ad for two sherries 
on Dec. 14 and an ad for Cresta 
Blanca champagne on Dec. 21. 


Miss Hennock Says 
FCC Overconcerned 
by Commercial TV 


WASHINGTON, Nov. 30—Federal 
Communications Commissioner 
Frieda Hennock charged today 
that FCC spends too much of its 
time looking out for the welfare 
of commercial broadcasting. 

In a spectacular attack on FCC’s 
legal and engineering policies, 
Commissioner Hennock contended 
that the agency spends “weeks” 
planning a TV allocation system 
for commercial broadcasters, but 
“not five minutes” studying the 
needs of educators. 

Her outburst came during the 
second week of FCC’s hearing on 
a petition from educational groups 
asking that FCC reserve channels 
for non-commercial educational 
stations. 


s Brunt of her ire fell on FCC’s 
assistant general counsel, Harry 
Plotkin, who had been questioning 
Harold B. McCarty, director of the 
Wisconsin School of the Air. 

When Mr. Plotkin asked Mr. Mc- 
Carty whether the educators ex- 
pected a channel in every com- 
munity, Commissioner Hennock 
charged his question was unfair. 

“It’s up to the commission to 
conduct studies and determine the 
need for educational stations,” she 
contended. “It’s not fair to ask 
these people questions they are not 
prepared to answer. 

“We spend weeks determining 
the needs of commercial broad- 
casters, and not five minutes in- 
vestigating the needs of others.” 


m When the torrent of words 
ended, Mr. Plotkin protested: “I 
should not be treated this way.” 
He asked the commission whether 
it wanted him to continue his 
questioning. Commissioner Rosyl 
Hyde, who was presiding, called a 
recess. Following a conference 
with other commissioners, he or- 
dered Mr. Plotkin to proceed, de- 
claring that “it is the responsibility 
of the general counsel to develop 
a factual record, no matter whom 
it hurts.” 

Immediately, Commissioner 
Hennock announced that she was 
dissenting, and intended to pro- 
test every question Mr. Plotkin 
asked. “The legal and engineering 
staff developed a TV allocation 
plan mindful only of commercial 
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BOOKMEN—Col. Robert R. McCormick, 
editor and publisher of the Chicago 
Tribune, is poised for an autographing 
job at Ralph G. Newman’s Abraham 
Lincoln Book Shop. With him are Mr, 
Newman and Foreman M. Lebold, presi. 
dent of Morris Paper Mills Co., who js 
holding a copy of Col. McCormick's new 
book, “The War Without Grant.” 


needs,” she charged. “The educa- 
tors come here and they are put on 
the defensive.” 

Mr. Plotkin asked several other 
questions, only to be interrupted 
by Miss Hennock. Finally he told 
the commission he was discontinu- 
ing his questions. 


Starts 4lst Year in ‘SEP’ 


With its current full-page ad 
in The Saturday _Evening Post, 
Duofold Inc., Mohawk, N. Y., starts 
its 41st year of consecutive sea- 
sonal advertising in that publica- 
tion. In addition to its page in the 
Dec. 2 issue of SEP, Duofold has 
scheduled full columns in issues 
throughout the winter underwear 
season. Eleven other magazines are 
on the 1950-51 schedule. 


Two Appoint Abramson 

Ervin R. Abramson Advertis- 
ing, Milwaukee, has been named 
to direct the advertising of W. H. 
Brady Co., Chippewa Falls, Wis, 
manufacturer of pressure adhesive 
signs and markers, and Meili- 
Blumberg Corp., New Holstein, 
Wis., manufacturer of road build- 
ing equipment. Trade publications 
will be used. 


ART DIRECTORS 


thruout the country are reading Art Director & 
Studio News, first and only US monthly busi- 
ness paper reporting art direction, ad and 
editorial art, photography, typography, ¢t. 
19th issue just out. $1.50 per yr. for 12 issues. 


ART DIRECTOR & STUDIO NEWS 
39 E. 51 St, New York 22, N. Y. 


ON 


You save 
precious hours on 
every production job with 


Faithorn 3-in-1 service. Finest Typog- 
raphy—master Platemaking and Printing—all 
centered in one convenient place for expert, 
co-ordinated all-inclusive production. Try 
Faithorn 3-in-1 production service—and know 
why so many busy advertising executives find 
it an always ready, always steady life line. 
Write—or telephone WHitehall 4-2300. 
FAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


: ee Se xe 
SPECIALISTS | 


3} te 
ote ogee obese 


Adv 


Vid 


for 


CHIC 
televis 
destin 
aresul 
served 
Televi: 

The 
stagge) 
invited 
gram | 
this v 
strateg 
Yest 
sentati 
Chicag 
acted 2 
sented 
statem 
conditi 

Negc 
way ul 
expect 
counte! 
how tl 
TV pr 
to incr 
that w 
Chicag 
for oth 


will be 
special 
ville ac 
ons. 


ain C 
grams, 
of the. 
the sa; 
hours. - 
stations 
contrac 
age pro 
foot th 
Scale c 
They < 
pose a. 
rehears 
general 
Sive re! 
ings. 

If it ; 
probabl 
union n 
somewl 
to 75% 
than tl 
by the 


8 Even 
local te’ 
pect to 
shows t 
during 
—and a 
tailers 

will be 
The 
agency 
produce 
day wi 
union ¢ 
ditions, 
items a 
1. P; 
minimu 
bearing 
and ths 
not as t 
2.A ¢ 
period | 


ute sho: 


58 ee | 
3 | 
3 a | 7 F | 7 a | | Z : 3 . 
: z ‘i : me my 7 he < sii 3S ee A A . As} 
a am a 
——— | en 
me | | 
co | 
st | 
oa . 
si ae a Tele 
mre Ns ing of 
— fF Chorus 
Pe tion of 
: can Gi 
ie : late Ni 
_—- ment ° 
‘ites | | which 
icp terms: 
Rit Acto. 
aoa with fi 
2a minute 
fitet rehears 
se $125 ( 
ie, minute 
Bees rehears 
sou $5 per | 
“at Acto1 
ee | 
a a | 
ee a j bf t iJ 
a _ 2 
7 re” 9 
fais es 
a lc N) 
3 Sey ; 
Pen a co »® ush Stree : 4-230° 
s Tae cae 
oe | geiepho™ sa 
: 3 a a3 a oe. & 


Video Unions 
Ask Wage Scale 


for Chicago TV 


Cuicaco, Dec. 1—Costs of local 
television programming appear 
destined for a hefty increase as 
aresult of talent payment demands 
served on Chicago TV stations by 
Television Authority (TVA). 

The video stations, somewhat 
staggered by the fees requested, 
invited agency executives and pro- 
gram packagers to a caucus early 
this week to discuss employer 
strategy. 

Yesterday, as the station repre- 
sentatives met with TVA heads in 
Chicago (agency and package men 
acted as observers), the union pre- 
sented an additional seven-page 
statement on demands for working 
conditions. 

Negotiations will not get under 
way until Dec. 5, when stations are 
expected to present a series of 
counter proposals. But no matter 
how the issues are settled, local 
TV program costs seem destined 
to increase. Moreover, it is likely 
that wages and conditions set in 
Chicago will serve as a pattern 
for other video cities. 


a Television Authority (consist- 
ing of members of Actors Equity, 
Chorus Equity, American Federa- 
tion of Radio Artists, and Ameri- 
can Guild of Variety Artists) in 
late November signed an agree- 
ment with the major networks 
which included the following 
terms: 

Actors, announcers and singers 
with five lines or more on a 15- 
minute program, $70 (five hours’ 
rehearsal); 30-minute program, 
$125 (12 hours’ rehearsal); 60- 
minute program, $170 (22 hours’ 
rehearsal). Additional rehearsal: 
$5 per hour (AA, Nov. 27). 

Actors with less than five lines 
will be paid somewhat less, and 
special rates were set for vaude- 
ville acts, sportscasters and walk- 
ons. 


s In Chicago, for local TV pro- 
grams, the union demanded 80% 
of the network scale, and offered 
the same number of rehearsal 
hours. Representatives of Chicago 
stations, who will negotiate the 
contract, and agencies and pack- 
age producers, which will have to 
foot the bill, will fight hard to 
scale down the wage demands. 
They are also expected to pro- 
pose a reduction in the number of 
rehearsal hours, since local shows 
generally do not require as exten- 
sive rehearsals as network offer- 
ings. 

If it is possible to do so, stations 
probably will attempt to persuade 
union negotiators to accept a scale 
somewhere in the range of 65% 
to 75% of the network fees, rather 
than the 80% proposed initially 
by the union. 


8 Even with such a scale, however, 
local television advertisers can ex- 
pect to pay much more for video 
shows than they have been paying 
during television’s formative years 
—and a number of advertisers, re- 
tailers in particular, undoubtedly 
will be priced out of the medium. 

The concern voiced initially by 
agency executives and package 
producers was heightened yester- 
day when they saw the list of 
union demands for working con- 
ditions. The list includes such 
items as: 

1. Payment of an additional 
minimum fee to performers ap- 
pearing in both the program proper 
and the commercial, whether or 
hot as the same character. 

2. A demand for a half-hour rest 
Period (on 15-minute and 30-min- 
ute shows) immediately preceding 


the telecast, and a demand for a 
one-hour rest period immediately 
preceding a full-hour show. 

3. Full minimum fees for audi- 
tions and previews. 

4. A ban on all performances 
which would be shown in theaters 
or other places where an admission 
fee is charged, unless TVA grants 
specific permission. 

5. Delivery of scripts to per- 
formers 48 hours in advance of the 
first rehearsal (or payment of the 
contracted fee plus 50%). 


s Hardest hit by the wage and 
working condition demands would 
be sponsors of shows which now 
go on the air with a minimum 
amount of rehearsal. 

But local variety shows with 
large casts also would have to pay 
more for talent. In addition, the 
cost of sponsor participations 
(when special announcers or dem- 
onstrators are used) would spiral 
upward. 

The TVA demands, of course, 
are preliminary proposals. In view 
of what they would cost, stations, 
agencies and producers undoubted- 
ly will seek important concessions. 

Negotiating for TVA are Ray 
Jones and Jack Irving. All four 
local TV stations are represented 
and, as observers, are J. Hugh 
E. Davis, of Foote, Cone & Beld- 
ing; R. J. Scott of Schwimmer & 
Scott, and Norman E. Heyne of 
Ruthrauff & Ryan for Four A’s 
agencies; Walter Rubens of the 
agency bearing his name and Ar- 
thur M. Holland of Malcolm-How- 
ard Advertising Agency for non- 
Four A’s agencies; and Larry 
Kurtze of Service Unlimited and 
Walter Schwimmer of Schwimmer 
& Scott for the package producers. 


Kenneth Cloud of 
Irving-Cloud Dies. 


Cuicaco, Dec. 1—Kenneth G. 
Cloud, 62, president of Irving- 
Cloud Publishing Co., died yester- 
day at his summer home in Mano- 
met, Mass., of a heart ailment. 

Mr. Cloud started his publish- 
ing career in 1922, when he 
founded Jobber Topics. Later he 
was joined by the late Herbert 
S. Irving, and the Irving-Cloud 
company was formed. In addition 
to Jobber Topics, the company 
publishes Hardware & Housewares 
and Super Service Station. 

Before the first World War, Mr. 
Cloud was associated with two 
other Chicago organizations—Ad- 
vance Automobile Accessories Co. 
and Touzalin Advertising Agen- 
cy—and also had a hand in the 
founding of Photoplay magazine. 

Among his survivors are two 
sons—Hugh Cloud, assistant pub- 
lisher of Hardware & Housewares, 
and Kenneth Jr., space representa- 
tive for the company’s New Eng- 
land territory. 


LEWIS H. LEE 


New YorK, Dec. 1—Lewis H. 
Lee, 55, former advertising ‘man- 
ager of Pall Mall cigarets, and a 
brother of the late Ivy Lee, pub- 
licity and advertising man, died 
yesterday. 

Born in St. Louis and a graduate 
of Dartmouth, Mr. Lee served in 
the Navy in both world wars, re- 
ceiving the Navy Cross and retir- 
ing with the rank of commander. 
Early in his business career he 
was associated with his brother. 

Later he became advertising 
manager of Pall Mall cigarets, as- 
sistant to the president of the Li- 
censed Beverage Industries, and 
an executive of the Cigar Institute 
of America. Poor health forced him 
to retire from active business sev- 
eral years ago. 


JOHN McLANE CLARK 
CLAREMONT, N. H., Nov. 29— 
John McLane Clark, 41, editor and 
publisher of the Claremont Eagle, 
drowned near here Sunday while 


Last Minute News Flashes 


Ad Council Meets Dec. 4 to Set Up TV Plan 


NEw YorK, Dec. 1—The Advertising Council will announce at a 
luncheon Dec. 4 the setting-up of a television allocation plan, similar 
to the plan operated in AM for nine years. The pool will start Dec. 17 
with at least 19 national advertisers sponsoring 30 network TV shows 
represented, and the council hopes to have 75 advertisers in the plan 
by the end of January. 


Magnavox Sets Largest Christmas TV Drive 


Fort WAYNE, Dec. 1—Full pages in The Saturday Evening Post and 
ads in House & Garden, Newsweek, The New Yorker and Time will 
be used in Magnavox Co.’s largest holiday promotion to date. The 
“Magnavox Theater” video show, complete local advertising kits with 
mats and spot announcements, reprints, catalogs and folders also will 
be used. Maxon Inc., Chicago, is the agency. 


James Maloney Leaves Y&R for Lennen 


NEw York, Dec. 1—James K. Maloney, for the past seven years with 
Young & Rubicam, has joined Lennen & Mitchell as art director, suc- 
ceeding the late Sanford E. Gerard. Mr. Maloney, who will work under 
Hans Sauer, L&M vice-president, was previously with Alley & Rich- 
ards. 


Allman Named Executive V. P. of Fruehauf 


Detroit, Dec. 1—Leslie C. Allman has been elected executive vice- 
president of Fruehauf Trailer Co. He joined Fruehauf in ’29 to take 
charge of advertising and public relations. In ’39 he was made vice- 
president and in ’42 was elected to the board. 


Wade Fairchild Heads Fairchild Book Dept. 


NEw YorK, Dec. 1—Wade Fairchild, grandson of the founder of Fair- 
child Publications, has been named manager of the company’s book 
department. Mr. Fairchild, who has served apprenticeships in various 
company departments for more than two years, succeeds circulation 
manager Henry Zwirner, who will now devote his full time to an ex- 
panded program in the circulation department. 


F&S&R to Handle Dri Test; Other Late News 


e Water Repellents “Dri” Co., Indianapolis, has appointed Fuller & 
Smith & Ross, Chicago, to handle advertising for Dri, a new water 
repellent for home use on hats, shoes, etc. Plans for a test campaign are 
under way. 


e John F. Banks, formerly assistant general sales manager of Wallace 
Silversmiths, Wallingford, Conn., has been appointed advertising 
director of the company. 


e Ben Zuckerman, coat and suit manufacturer, has appointed the 
Muriel Johnstone fashion division of Morey, Humm & Johnstone, 
New York, to handle advertising. Bleed pages (b&w) in fashion and 
mass magazines will be used. 


e N. C. Doughty, formerly with N. W. Ayer & Son, has joined Ward 
Wheelock Co., Philadelphia, as media manager. 


e Robert E. Mayer, previously with McCann-Erickson, has joined 
Cecil & Presbrey, New York, as an account executive. 


e R. Hoe & Co., New York, manufacturer of printing presses, has filed 
a certificate with the department of state of New York for consolida- 
tion of the Hoe Export-Import Corp., a wholly owned subsidiary, with 
the parent company. The plan was approved by the stockholders 
Sept. 12. 


e W.F. (Bill) Craig of Procter & Gamble Productions, Cincinnati, has 
moved to New York, for a few months at least, to supervise the com- 
pany’s growing list of television activities. “The First Hundred Years” 
(Benton & Bowles), the company’s first TV serial, starts this week 
on CBS. Oxydol and Dreft (Dancer-Fitzgerald-Sample) will sponsor 
segments of the Kate Smith show (NBC-TV) three times weekly 
starting in January. 


e Stanly Ferber, formerly associate editor of Food Field Reporter, has 
been named managing editor of Candy Industry, bi-weekly trade paper. 
Peter E. Wile, formerly assistant editor, has been promoted to pack- 
aging editor. 


teaching three of his children how 
to canoe. 


ARCHIBALD SEIXAS 

New York, Nov. 28—Archibald 
S. Seixas, 74, founder and publish- 
er of Shipping Digest, died yester- 
day after a brief illness. 

Mr. Seixas started his business 
career in the advertising depart- 
ment of the old New York World, 
and later became manager of the 
travel advertising department of 
the New York Times. Later he be- 
came manager of shipping and 
travel advertising on the New York 
Herald Tribune. 

In 1923 he established Shipping 
Digest, a weekly business publica- 
tion. 


J. R. WEATHERSPOON 

RA.etIcH, N. C., Nov. 28—James 
R. Weatherspoon, 69, president of 
WPTF Radio Co. here, died yester- 
day. 


WALTER B. RANDOLPH 

PHILLIPSBURG, N. J., Nov. 28— 
Walter B. Randolph, 77, who re- 
tired in 1945 as advertising man- 
ager of the Newark News, died 
at his home here yesterday. 


Schafer Appoints Walsh 


The Toronto office of Walsh 
Advertising Co. has been named 
to direct the advertising of Harold 
Schafer Ltd., Toronto, Canadian 
subsidiary of Gold Seal Co., Bis- 
mark, N. D. Gold Seal makes glass 
wax, wood cream furniture polish 
and Snowy powdered bleach. 
Schafer plans to launch test cam- 
paigns to introduce Snowy bleach 
in Canada. 


Adds Gilbert Flaugher 


Hoelke-Martine Advertising 
Agency Inc. has become Hoelke- 
Martine-Flaugher with the ad- 
dition of Gilbert F. Flaugher as a 
name member of the firm. Mr. 
Flaugher has been with the agency 
since 1940. 


Devoe Promotes Scheirer 


Robert H. Scheirer, art director 
of Devoe & Raynolds Co., New 
York, since 1948, has been named 
assistant advertising director. Lou 
Castrilli has been named produc- 
tion manager. 


Firetog Named Leon Co. V. P. 
Max E. Firetog, art director of 
S. R. Leon Co., New York, for the 
past six years, has been elected 
vice-president of the agency. 


‘Newsday’ Rushes 
Adless Extra on 
L. I. Rail Crash 


HEMPSTEAD, Nov. 28—People on 
Long Island are still talking about 
Newsday’s Thanksgiving extra, 
and with reason. 

For Newsday’s extra, which car- 
ried no ads, was wholly devoted 
to the railroad crash on the Long 
Island Rail Road which took 78 
lives Thanksgiving Eve. 

When the crash occurred at 6:35 
p.m., Newsday’s plant was dark, 
with only night watchmen around. 
As news of the crash filtered in, 
Newsday executives hurried to the 
office, and at 9:15 decided to run 
the extra. The photoengraving 
company which does the paper’s 
work was closed, but the news- 
paper located its executives at 
home, and persuaded them to re- 
open their plant. 


a At 9:30, the decision was made 
to publish a 16-page, adless extra, 
to be delivered to subscribers at 
no extra cost. 

Reporters and photographers 
were straying into the plant; four 
news men and five photographers 
were dispatched to the _ scene, 
others scanned AP casualty lists, 
called the families and got eye- 
witness accounts from survivors. 
Others went to the four Queens 
hospitals and Nassau hospitals 
handling the injured (in Meadow- 
brook, outside Hempstead, 400 
volunteers had gathered to offer 
blood). 


@ In seven and a half hours, 16 
pages of pictures, stories and cas- 
ualty lists were processed and 
ready for the composing room; 
some 15 printers, five stereotypers 
and nine pressmen had been found, 
and the paper began to roll from 
three folders capable of printing. 
75,000 copies an hour. 

~The circulation department was 
calling homes and relatives’ homes 
of the 55 district managers, many 
of the 1,500 carriers were alerted, 
and by 5 a.m. trucks were rolling 
into Newsday. The press started at 
6:30 and by 7 managers were 
dropping copies at carriers’ doors. 
It took exactly 12 hours from the 
time of the accident until the holi- 
day-bound newspaper had its ex- 
tra on the street. 


Rheem’s Refrigerators 
to Be Promoted in ’52 


Rheem Mfg. Co., New York, 
which recently announced that it 
is entering the gas refrigerator 
field and that it expects to be in 
the market in about 18 months, 
will do no advertising on its new 
product until mid-1952, AA was 
told last week. The new product 
is still in the experimental stage. 

About 500 units will be released 
to public utilities next year for 
testing, and no marketing of the 
product will be attempted until 
52, raw materials and the war 
situation permitting. Foote, Cone 
& Belding has the Rheem account. 


WBBM Appoints Reardon; 
Dave Moore Joins KSTP 


Stewart Reardon, formerly with 
the public relations department of 
American Airlines, has been 
named public relations director of 
Station WBBM, Chicago, succeed- 
ing Dave Moore. Mr. Moore has 
joined the AM sales staff of Sta- 
tion KSTP in the Twin Cities. 


Names Bayless-Kerr Co. 


Bayless-Kerr Co., Cleveland, has 
been retained to handle advertis- 
ing for the Werner G. Smith Co. 
division of Archer-Daniels-Mid- 
land Co. The division produces 
core oils for foundries and a vari- 
ety of hydrogenated fats and fatty 
acids used in the chemical in- 
dustry. Business papers and direct 
mail will be used. 
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Comfortable Chair, 


Unusual Sales 


Program Build $6,000,000 Business 


(Continued from Page 1) 

a chair comfortably. No matter 
how heavily padded, no matter 
how deep the springs, he could not 
rest in a chair. In 1947, however, 
while in St. Louis, he found a chair 
unlike anything he had seen be- 
before. It was the Contour Chair- 
Lounge. Finding comfort when sit- 
ting, for the first time in three 
years, Le Doux and his wife be- 
came convinced this was a chair 
with a future. 


s But they were just about the 
only ones to think so. The chair 
had been shown to furniture buy- 
ers in all sections of the country. 
They had laughed at it. “Sure it’s 
comfortable,” they agreed, “but 
who would buy a chair that looks 
so different?” 

There was some basis for this 
comment. The chair is entirely 
unconventional in design. Its con- 
tour is that of the human body in 
the most restful position—legs and 
feet elevated above the center of 
gravity of the body; hips and 
thighs supported; back supported, 
and the head and neck also are 
supported. 

Gambling their life savings— 
some $11,000—that this chair could 
be sold to people who prized com- 
fort more than conventionality, 
Marie and Victor made a deal with 
the manufacturer of the Chair- 
Lounge. In exchange for sole dis- 
tribution rights they agreed to 
undertake to sell every chair the 
small factory could make. That, 
in essence, is still the agreement. 


gs The first chair was sold in July, 
1947, in a small store they had 
rented in Hollywood. Shortly 
thereafter, having proved to them- 
selves that there was a market for 
their unconventional chair, the 
present franchise system was be- 
* gun. 


OPTIVISE! 


GET readers to see what-when-as you 
want them to see. Boost buy-vrge with 
newest layout formula: art pius eye- 
science. Airmail material for better styling by 


AD SCRIBE, NORTH CANTON, O. 


A complete creative layout-copy-art service 
for economy-w advertisers. Write today! 


The backbone of the unusual 
Contour Chair-Lounge merchan- 
dising plan is a group of dealers 
whose franchises restrict. them to 
the sale of the one item. The chair 
is possibly the only item of fur- 
niture sold anywhere in this fash- 
ion. 

In the beginning, furniture men 


and merchandising experts told | 


Marie and Victor that to attempt 
to set up expensive downtown lo- 
cations solely to sell a particular 
kind of chair was sheer madness. 

The Le Doux ignored the advice. 
They were convinced that the 
product was good, that it had cus- 
tomer appeal, and that it could be 
sold. Their confidence was height- 
ened when the Contour Chair- 
Lounge became the first easy chair 
to gain the seal of acceptance of 
the American Medical Assn. 


ws And, despite these dire predic- 
tions, careful selection of fran- 
chise-holders, thorough training in 
selling methods found successful 
in the home store, and consistent 
use of tested advertising, has made 
the arrangement profitable for 
both Marie Designer and the fran- 
chise-holders. 

The franchise agreement reflects 
the faith of the Le Doux in the 
power of advertising and their 
determination to use advertising 
that has been tested and proved 
sales-effective. 

Dealers may use only the ad- 
vertising mats and other material 
sent them through Caples Co., Los 
Angeles, which handles advertis- 
ing for Marie Designer. All ads 
sent to dealers have been tested 
previously in individual markets. 
Nothing but the selection of media 
is left to the dealers’ discretion. 


a Few steps, if any, are over- 
looked in checking advertising re- 
sults. Dealers furnish a detailed 
daily report to the home office, in- 
cluding specific information on the 
actual sales pull of each advertise- 
ment, local or national. 

To meet this requirement, every 
person entering a dealer’s store is 
asked what brought him in. If it 
was an advertisement, the pros- 
pect is asked where he saw it. The 
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TWINS SUBORDINATED—A new slogan heads the Toni Co. ad appearing in January 
issues of True Story Women’s Group, though the twins and the “Which Twin” line 
are retained. Foote, Cone & Belding is the agency. 


report also requires that salesmen 
indicate what appeal has been 
most effective in clinching a sale. 

Completing the thoroughness of 
checking is a statement of daily 
sales, number of persons entering 
the store, and a summary of the 
weather and temperature. These 
daily reports are considered so 
essential to keeping a finger on 
the pulse of sales that when one 
fails to arrive, the dealer con- 
cerned is immediately jacked-up 
with a wire. 


m= Sales techniques are also tested 
strictly before they are offered to 
dealers. When a store is opened, a 
factory representative is on hand 
to give a preliminary sales training 
review. Used as a textbook is a 
sales manual prepared by Caples 
Co. It is so set up that a salesman 
can go over it with a customer. 

Included are technical data, de- 
tails of the American Medical 
Assn. approval, drawings showing 
the benefits of relaxation and how 
they are obtained from the chair, 
and medical testimony on the 
chair’s therapeutic values. 

The company’s national adver- 
tising program now has reached 
sizable proportions. This year the 
media list includes Esquire, For- 
tune, Good Housekeeping, House & 
Garden, Journal of the American 
Medical Assn., The Saturday Eve- 
ning Post and Today’s Health. 
Most of the ads used to date are 
half pages. 


we In 1951, Life and The Saturday 
Evening Post will be used twice a 
month, with space ranging from 
half pages to pages and, probably, 
to a spread during the holiday 
season, when sales turn upward to 
some extent. 

Other publications on the list 
will carry ads monthly or bi- 
monthly. Since the company ex- 
pects to triple its sales and will 
maintain the same advertising 
ratio, expenditures may reach the 
$3,000,000-mark. 


Names Frank-Guenther Law 

Bankers Federal Savings & Loan 
Assn. has named Albert Frank- 
Guenther Law, New York, to han- 
dle its advertising. 


Frost Resigns Avco Post 

Jack Frost, who last summer 
was named to handle point of sale 
advertising display programs for 
the Crosley division of Avco Mfg. 
Co., Cincinnati, has resigned to 
form his own business. He will 
produce live television shows on a 
local basis. Mr. Frost’s offices will 
be located in the Transportation 
Bldg., Cincinnati. 


Plan Advisory Conterence 

Preliminary steps toward forma- 
tion of a national DeSoto Dealers 
Advisory Conference were taken 
at a meeting of 40 representative 
DeSoto dealers in Detroit. The 
dealers elected Charles C. Freed, 
of Freed Motor Co., Salt Lake City, 
as temporary chairman, and se- 
lected a committee to work out a 
plan of operation. 
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NAM Study Shows 
How Business Has 


Financed Expansion 


New York, Nov. 30—Of nearly 
$60,000,000 spent by business for 
plant and equipment expansion 
since 1946, more than half (56%) 
has gone to replace worn out or 
obsolete equipment, according to a 
study made by the National Assn. 
of Manufacturers. 

Other major conclusions reacheg 
in the NAM’s Financirig Business 
Expansion study were: 

1. New stock issues have fyr- 
nished only a small portion—5% — 
of the funds needed for business 
expansion during the years 1946. 
49 


2. Retained earnings were an 
important source of funds, but the 
high level of retained earnings 
plowed back for expansion was 
due, not to exceptionally big prof- 
its, but to an abnormally low level] 
of dividends. 

3. Expenditures for plant and 
equipment were the most impor- 
tant cause of the need for funds, 
These expenditures were high in 
46, ’47, and ’48, and declined only 
slightly in ’49. 

4. Business spent about one- 
third of its total funds from 1946 
to 1948 for (1) adding to its in- 
ventories and (2) financing sales 
to customers on credit. 


Williams to ‘Cosmopolitan’ 
Virginia C. Williams, formerly 
associate fashion editor of Charm, 
has been appointed fashion editor 
of Cosmopolitan, New York. She 
succeeds Peggy Thorndike. 


Appoints Karl Dahlem 


Karl W. Dahlem has been named 
central regional director of public 
relations of American Airlines. He 
will make his headquarters in 
Chicago. 


To Doyle, Dane, Bernbach 


Doyle, Dane, Bernbach, New 
York, has been named to handle 
the advertising and merchandising 
of Joselli Suits Inc. 
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Advertising Age, December 4, 1950 


Advertising in the Test Stage 


————— 


Kee Plans Test 
Campaign for New 
Stick-Proof Zipper 


New YorK, Nov. 27—Intensive 
area test advertising will be 
started in January by the Kee 
Zipper Co. in several media, in- 
cluding spot radio and television, 
newspapers, business papers and 


| car cards. By next March it is ex- 


ted that the company will have 
enough data to launch a national 
advertising campaign for its new 
product, the Kee stick-proof zip- 

z. 
wcWith a new product such as 
ours,” Elliot Rose, sales manager, 
said, “we have to be sure where we 
will get the most for our dollar in 
advertising. We have to advertise. 
We are convinced of that. The 
problem is where and how. 


s “Should we advertise nationally 
and perhaps not be felt anywhere, 
or should we concentrate inten- 
sively in selected areas? We 
honestly don’t know, and nobody 
so far has come up with a con- 
vincingly conclusive answer. That’s 
why we are going to do some ex- 
perimenting.” 

Plans call for 36 to 40 spot ra- 

dio campaigns in different areas 
during January. Six stations in one 
area, probably New York, will 
start off the radio campaign. The 
following week another six sta- 
tions in another area will be added, 
until all of the stations scheduled 
have been brought in. 
In addition, about 10 television 
stations in different areas will be 
tried out with different types of 
spot announcements, probably for 
a similar period. 

Car cards will be used in buses 
and subway trains in metropolitan 
New York. New York Times Maga- 
zine and women’s pattern books 
will carry special copy. 


s Business papers scheduled in- 
clude Department Store Econo- 
mist, Notions & Art Needlework, 


Notions & Novelty Review and 
Variety Merchandiser. 

The feature that makes the Kee 
zipper different from others, Mr. 
Rose explained, is that it is 
equipped with a key or catch 
which can be turned to release the 
zipper in case it becomes jammed 
or stuck. 

The company has been in opera- 
tion for about a year and a half. 
Most of its present output goes 
to dress manufacturers. Its ad- 
vertising tests are the prelude to 
its entry into the national consum- 
er market. 

Turner, Leach & Co. is the agen- 
cy. 


Nitewick Inhalant 
Gets Major Test in 
Southern California 


Los ANGELES, Nov. 29—Nite 
Wick Corp., San Francisco, has be- 
gun the first major market test 
for its new Nitewick inhalant for 
colds, hay fever and other respira- 
tory irritations, using newspapers 
on a cooperative basis. This will 
be supplemented with a flexible 
television spot promotion, which 
will be run when there is rain or 
other inclement weather. 

Chains running co-op ads in- 
clude the Whelan and Thrifty drug 
stores. Soon to break will be a 
series over the signature of “Your 
Independent Druggist.” The latter 
group is composed of members of 
the Southern California Pharma- 
ceutical Assn. The chain ads are 
scheduled for the metropolitan 
papers; newspaper ads for the in- 
dependents will run in areas con- 
sidered outside the Los Angeles 
television area: Santa Barbara, 
Riverside, San Bernardino, San 
Diego. 


s Space used varies from six col- 
umns by 18” down to three col- 
umns by 12”. Promotion for the 
independents in the metropolitan 
area will be television spots. These 
will not be on a regular schedule; 
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NEW INHALANT—Nite Wick Corp., San 
Francisco, is using 420-line ads like this 
in California for its product. 


they will be spotted whenever the 
weather is such that respiratory 
troubles result. 

Present appeals, package and 
price are based on the results of 
preliminary testing in Fresno and 
Modesto last March and April. 
Wm. W. Harvey Inc., Los Angeles, 
is the agency for Nitewick. 


WOOD'S TESTS SPOON 

Tacoma, WaAsH., Nov. 29—A test 
campaign here for Wood’s coffee, 
offering a coffee measuring spoon 
as a premium, has been opened 
by Wood’s Coffee Co. 

Two-color newspaper ads offer 
a “solid brass $1 value coffee 
measuring spoon, imported from 
the Orient...for 25¢ and one 
Wood’s coffee coupon.” The pre- 
mium is also promoted for “display 
on your what-not shelf and as 
grated cheese or chopped nut 
servers.” 

The account is handled by Con- 
don Co., Tacoma. 


Jay & Graham Signs Four 


Jay & Graham Research Inc., 
Chicago, publisher of Videodex 
television reports, has signed Dan- 
cer-Fitzgerald-Sample; Cecil & 
Presbrey; Erwin, Wasey & Co., and 
Duane Jones Co. for its Videodex 
service. The complete service con- 
sists of a national summary report 
in 63 markets of all network pro- 
gramming, both commercial and 
sustaining. In addition, Videodex 
reports are issued for 17 individ- 
ual markets, this number to be 
expanded next month. 


Starts Ginger Ale Campaign 

Orange Crush Ltd., Toronto, has 
started a Christmas promotion for 
America Dry ginger ale. Coupons 
delivered and mailed to 260,000 
Toronto homes offer a gift bottle 
with the purchase of two bottles 
on a double-your-money-back 
guarantee. Newspaper copy has 
broken in evening dailies in To- 
ronto, supplemented by outside 
streetcar cards and a coupon 
mailing. Harry E. Foster Adver- 
tising, Toronto, handles the ac- 
count. 


Bob Pace to Allentown 
in ‘Call-Chronicle’ Post 


Robert C. Pace, secretary-treas- 
urer of the Newspaper Advertising 
Executives Assn., has been named 
assistant advertising director of 
the Call-Chronicle Newspapers, 
Allentown, Pa. Mr. Pace previous- 
ly was advertising director of the 
Commercial News, Danville, Ill. 


Dealers Sign for TV Show 

Bay Area Studebaker dealers 
have signed to sponsor a 30-minute 
variety show weekly over KPIX- 
TV, San Francisco. Harry W. Mor- 
ris Advertising is the agency. 


Aquadyne Names Agency 
Aquadyne Corp., manufacturer 
of wetting compounds for industry, 
has appointed Wilson, Haight & 
Welch, New York, as its agency. 
Trade publications will be used. 


Crown Credit Hit by 
Order Sought by 


Business Bureau 


New York, Nov. 28—As a result 
of action by the Better Business 
Bureau of New York City, the 
state attorney general, Nathaniel 
L. Goldstein, has secured an in- 
junction from the supreme court 
which will permit customers of 
the Crown Credit Corp. to secure 
refunds for merchandise which 
they purchased during the past 
two years as a result of alleged 
misrepresentations. This injunc- 
tion, according to the BBB, “will 
curb the illegal and unethical prac- 
tices of this company in-the fu- 
ture.” 

Numerous complaints were filed 
with the BBB charging that sales- 
men for the company were operat- 
ing door-to-door, on street corners, 
and near employe entrances to 
factories and hotels, offering 
watches and jewelry at inflated 
prices with the promise that the 
merchandise could be returned if 
the customer was not satisfied 
with it. 

“The usual gimmick,” the BBB 
says, “was to request the pur- 
chaser to sign a ‘receipt’ for the 
jewelry while he thought it over. 
The ‘receipt’ invariably turned 
out to be an assignment of wages, 
often illegally filled out. This was 
then used by the company to com- 


61 


pel payments and to reject re- 
quests for refunds. When volun- 
tary action by the bureau with 
Crown Credit failed to stop the 
practice, the files of the bureau 
were turned over to the attorney 
general and his investigation and 
legal action followed.” 


Ginsburg Joins DuMont 


Norman Ginsburg has joined the 
advertising and sales promotion 
department of DuMont Television 
Network, New York. He was for- 
merly in the promotion depart- 
ment of Mutual Broadcasting Sys- 
tem. 


Joins McLaren, Parkin 


Ronald J. Kahn, formerly of 
Murray Director Associates, has 
been named an account executive 
5 pee Parkin, Kahn, New 

ork. 


BLONDES! BRUNETTES! REDHEADS! 
—WEET 1,000,000 WOMEN! 


Here’s your chance to reach the members 
of Aunt Ellen’s nationally known needle- 
work club. The WORKBASKET is their 
bible. A fabulous market . . . numbering 
over 1,000,000 home-makers who control 
the purse strings. ..availableto advertisers for 
the first time. Exciting success stories and 
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ELECTRIC WATER HEATERS 
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Make your trade ads more effective... 
Pick Haire books... ity Move SELL-oclwe] 


Furniture stores This specialized book Paid circulation 
throughout the nation, in the housewares field coast-to-coast, 

Call it “must” Gives advertisers _Top ad medium 
for coordination. the greatest yield. is its boast. 


The only book Industry’s bible Tops in ads, The only book 
for the linen trade, ... Selling ace, paid circulation— that made the grade 
By helping readers, Leads in service This market’s In this fast moving 
its rep was made. ... leads in space. leading publication. fashion trade. 


Friend to buyer In notion ads In selling helps 
and luggage store, surpassed by none it took the lead 
Alone for Its age is now And filled the buyers’ 


50 years and more. four score and one. greatest need. 
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HAIRE PUBLICATIONS ARE MORE EFFECTIVE BECAUSE THEY'RE MORE SELL-ECTIVE 
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